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They, Use Credit by the Gallon! 


ODAY’'S customer is so sold on the convenience of credit buying that he 
ying 
wants it to extend to every possible purchase. For filling stations ar 

oil companies, the answer to his demands is the petroleum credit card 


This type of retail credit calls for special information. 
ACB of A-affiliated credit bureau—in cooperation with the more than 
other members of the Associated Credit Bureaus of America—has 
out a special report to fit the needs of the petroleum industry 


You already know that you can depend on your local credit bureau fo! 
standard @ecthilt Reports on your firm's credit applicants. But what about 
your special credit problems? The bureau can tailor-make a reporting 
ur particular needs! Just call or drop in at your local ACB of A 

Theyre ready to help you 


Associatep Crepir Rureags of America 


. The National Retail Credit Association contributes this space monthly as Se 
1218 Olive “a courtesy to its members of the Associated Credit Bureaus of America St. Louis 3, Mo. 





7] R C. A. Credit bi Licilteanell Citined by ‘orrespondence 


Designed for credit students who are unable to attend Credit Schools. 
Offered in response to many requests. 


Prepara lion w we Y oo Opportu nily lw orrow — 7 ie vensod 
ats le Gronter Uk 
~ Knowledge eans Greater Jy ue 


The National Retail Credit Association announces two credit educational courses by mail. 
RETAIL CREDIT FUNDAMENTALS and STREAMLINED LETTERS. 
Students may take either or both. Price of each is $10.00. 








RETAIL CREDIT 
FUNDAMENTALS 


Based on the textbook by Di Clyde 
William Phelps Professor of Eco- 
nomics, University of Southern Cali- 


STREAMLINED 
LETTERS 


Based on the textbook by Waldo 
J. Marra, nationally known corre- 
spondence expert 

fornia Planning letters for positive results 
Divided into three main parts How to secure eye appeal im your 
letters How to write credit. collec- 
tion and adjustment letters, How to 
build a better vocabulary 


1) Securing the account 
2; Controlling the account 


}) Collecting the account 
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THE COURSE on Retail Credit Fundamentals is a “must” for the newcomer to credit work, provides a compre- 
hensive understanding of retail credit and its operation 

The course on Streamlined Letters provides excellent training in the art of clear, concise, and result-getting letter 
writing Every credit correspondent will benefit by this course 

I pon enrollment you receive your personal copy of the textbook for the course 
a week A series of questions covering each chapter is sent to you weekly You submit your answers to the Na 
tional Office No final examination, but your grade depends on your weekly marks 


If you grade 70 or better, you 
are awarded a Certificate of Proficiency. Your employer is notified of your successful completion of the cours 


Your assignment is one chapter 


YOI 


GAIN the benefit of personal supervision of your progress by the Educational Director of the National Re 
tail Credit Association, plus several written lectures sent to you during the course 
able addition to your library for future reference 


The textbooks will form a valu 


There are many golden opportunities awaiting trained credit men and women Your future progress will well 
repay you for a modest investment now in time and money 


Enroll now and prepare fo * bigger job late Mail this coupon today! 


National Retail Credit Association 
Shell Building, St. Louis, Missouri 


I enclose check money order for . Please register me as a student in the N. R. C. A. Extension 


Course on RETAIL CREDIT FUNDAMENTALS STREAMLINED LETTERS. 


Name Occupation 


Address 


Firm 
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BETTER LETTERS SERVICE 


Written by Leonard Berry, Educational Director, National Retail Credit Association. 


This time-tested and widely used Service is now under the direction of a former Credit Executive of many 
years’ actual experience in one of the nation’s foremost apparel stores. 


Twelve times a year you receive a stimulating digest of methods and ideas as well as actual letters designed 
to assist you in your letter writing development. 


For over ten years the N. R. C. A. has maintained this Service, in response to popular demand. Now broad- 
ened and improved to meet the needs of the modern Manager of Credit Sales. 


Here is what the Service brings to you every month: 


. . . EIGHT complete specimens of model letters that can be used by you in Credit Sales Promotion, Collec- 
tion, Adjustments, New Account Acknowledgment. . . . 


* + 


.. . BETTER LETTERS BULLETIN—a two-page letter giving practical suggestions, Sales Promotion 
ideas, timely and helpful hints from here and there, new methods and procedures, questions and answers. . . . 


” * * 


. TESTED LETTERS—that have been successful in actual use, reproduced for your adaptation. . . . 


. * 


...- ADVISORY SERVICE—Each subscriber entitled to submit one letter each month for criticism and con- 
structive comment... . 
* * * 


COMPLIMENTARY COPY of Successful Credit Department Letters—142 letters selected from thousands 
for publication in The CREDIT WORLD... . 


” ” * 


ALL THIS FOR THE MODERATE FEE OF $25.00 PER YEAR—INDISPENSABLE—INSTRUC- 
TIVE—INSPIRING 


Fill out this coupon and mail it today 


National Retail Credit Association 
218 Shell Bldg., St. Louis 3, Mo. Check enclosed Mail bill 


Please enter my subscription for your Better Letters Service for one year, price $25.00. 


Also send me previous issues at $2.00 each for the months of 
Name 
Position 


Firm name and address 
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IMPROVE YOUR COLLECTIONS 


Consistent Use of These New Collection Aids Will Produce 
Mighty Satisfactory Results and Retain Good Will 


THE EMBLEM OF j 


a, 
2 SOUND CREDIT 


@ Has it occurred to you that your unpaid account, if entered against your record 
in the files of the credit bureau, may jeopardize your credit standing? 

@ The National Retail Credit Association, of which we are a member, is a mutual 
nonprofit organization with more than 25,000 members in the United States, Can- 
ada, Alaska, and Hawaii. In the files of its affiliated credit bureaus are main- 
tained accurate, up-to-date records on millions of credit customers, These form 
the basis of credit reports used by many retailers and others to judge the char- 
acter and trustworthiness of applicants for credit. 


© The purpose of this reminder is to help you protect your credit standing in the 
community by making payment NOW. 


Name -___- Address 
Creditor 


Balance $ Past Due $ 


How to Build a 


Terms on Monthly 
Good Credit Record 


Charge Accounts 


1—Pay charge accounts in 
full within 10 days after 
receipt of bill. 

2—Make contract payments 
on or before due date. 

3—Guard your credit as a 


Printed in dark green ink on 
light green gummed paper. 


Prompt Payment 


of your account 
is solicited in the 
same courteous 
manner as your 
patronage. Both 
are appreciated. 


Printed in bronze blue ink on 
light yellow gummed paper. 


ACCOUNTS are due 
and payable upon 
receipt of bill They 
are past due if not 
paid within 30 days 
after bill is rendered 


Printed in bronze blue ink on 
light blue gummed paper. 


ONLY $53.50 4 THOUSAND 


1 
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Assorted $3.00 a Thousand 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. LOUIS 3, MO. 
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We Missed You! 
vv 


And your account is 
waiting for you. 
Come in and use it! 
We Value 

Your Patronage! 
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> Account is Balanced 
Yes! We've noticed it, 
and hope you will use 
it this month 
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Your cAccount 


Is Balanced! 
vv 


This is just a re- 
minder that we 
missed you last 
| month. 


l Ise Your 


Charge Account! 
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Effective Stickers 
For Promoting Credit Sales 





Just a Blank 


Statement 


vy 
To remind you that 
we miss your pa- 
tronage and to ex- 
tend this invitation: 


Use Your 
Charge Account! 
8. CLA 








ee 


SS Thank You! 2 


> The promptness with 

which you have paid 
your account is appre- 
ciated. We hope you 


Sigs tls 


\ 


will use it regularly. 
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You Don’t Owe 
Us a Cent! 


vv 


| Yes! We've noticed 


it and we hope you 
will use your charge 


|} account this month. 


Your Patronage 


Is Appreciated! 
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* To remind you that we miss 
x 
Zs 


your patronage and to 
extend this invitation: 
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We Missed You 
Last Month! 
vy 


Anything wrong? If | 
so, please give us a 
chance to correct it. 
We Value 


Your Patronage! 


























$2.50 a Thousand, Plus Postage, Assorted $3.00 


DATIONAL RETAIL CREDIT ASSOCIATION 


ST. LOUIS 3, MO. 
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Six Other Highlights 
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EDUCATIONAL 
STICKERS 


THESE TWO stickers are effec- 
tive for use on slow paying accounts. 


RECORD 


is the measuring stick by 
which all credit granters 
judge you. 

Do you realize that your 
failure to pay this account 
may affect your credit 
standing? 


PROTECT YOUR CREDIT 
BY PAYING PROMPTLY 


Accounts that have disregarded | 


notices and letters will probably 
respond to this sticker which ties 


in the failure to pay with the credit | 


record of the customer. It will pro- 
duce results without offense. Printed 
in dark green ink on light green 
colored gummed paper. 


| YOUR CREDIT RECORD 7 


By the way you pay, you 
write your own record in the 


files of the Credit Bureau. 


Prompt Payments Make a 
Good Credit Record 


This sticker is designed to bring 
home the importance of paying bills 


promptly. It points out that credit | 


reports are based on the manner in 
which the customer pays his obli- 
gations. It is a constructive edu 
cational sticker and will produce 
excellent results. Printed in bronze 
blue ink on goldenrod colored paper. 


Only $2350 a thousand 
(Assorted $3.00 a thousand) 


= cr 


National Retail Credit Association | 


Shell Building St. Louis 3, Mo. 
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Reorganizing the Credit Department 


W. G. HOCKER, Credit Manager, Chas. A. Stevens & Co., Chicago, IIl. 


5 pee BE A successful business firm, you must have an 
organization. First, let us explore the word “organ- 
ize.’ Webster says “to organize is to arrange or con 
stitute in interdependent parts—each having a special 
function or relation with respect to the whole,” or “to 
become systematized or constituted into a whole of inter 
dependent parts.” 

To me, this means taking the interdependent parts 
and fitting them together in such a manner as to make 
the whole or complete operation. Just as in a jigsaw 
puzzle, if one piece is out of place, you do not have the 
complete picture. If we permit one section or task to 
become disorganized, then we do not have an organ 
ization; we have only a part of one, if that is possible. 
So, when we think of our organization, we must think 
in terms of bringing together functions so as to have the 
whole or complete picture. 


Organizations Within Credit Structure 

My discussion has to deal with organizations existing 
within the various retail credit structures of today, and 
the means of selecting the best type for a given operation. 
Probably the principal need for organization is that of 
establishing lines of authority. Beginning with the 
Credit Manager, through the assistant and various supet 
visors, there ire certain limits of authority that must be 
recognized, respected and accepted by the person in 
authority as well as the people under the authority. 
Once you have these lines clearly established, you are 
on your way to having an organization. 

Before establishing lines of authority, we must first 
determine the structural setup of our proposed organ 
ization. Should it be functional, or should it be di- 
visional, or a combination if such is practical. Certainly 
you will want to give serious thought to this structural 
setup. Which plan will be most efficient and eco- 
nomical? Questions arise such as: the number of ac 
counts you now service or anticipate servicing the 
number of related sections included in the managerial 
setup of your Credit Department; leadership qualifi 
cations of the available personnel who are to function as 
assistants or supervisors within the sections; volume in 
transactions and credit applications to be handled; type 
of collection setup required of your business; service you 
are required to extend to your customers; type of credit 
you extend; and possibly the physical limitations of the 
area in which you will establish your organization. Now 
let us explore the factors just mentioned. 

Certainly the number of accounts you have will dictate 
to a large extent your type of organization. If you 
have a one man credit office, you will probably have 500 
accounts and personally handle interviewing, authoriz 
ing, billing and collections. If you have 10,000 accounts 
you would require several employees, and for efficiency 
would probably find it advantageous to have a large 
amount of versatility among vour employees. As the 
store grows the need tor specialization becomes more 
evident. At this point you consider specialization, and 
must consider these sections that are to be a part ‘of your 
credit operation. You may have an interviewing staff, 
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new account processing and reference clerks, authorizing, 
billing, collection, bill adjustment, merchandise adjust 
ment, sales promotion, and as many of you well know, 
several things, such as lav-away, cashiering, direct mail, 
mail receiving and mail and phone orders. For some of 
you in large firms, it may sound a little farfetched that 
a Credit Manager should be asked to supervise all of 
these operations, but in small firms it does pose a problem 
Therefore, you must consider your operations before 
deciding the organizational setup. 

The volume in transactions and credit applications 
will dictate your personal requirements, which in turn, 
to some extent will dictate your type of organization. 
For example, heavy add-ons on installment accounts re 
quire more interviewing personnel. 

Authorization! Are you operating the store whose 
average sale is $5.00, and is covered by floor limit? Or 
is it $20.00 and not covered by floor limit? Such perti 
nent information will dictate your authorizing load and 
in turn your personnel and supervisory requirements. 

How do you collect? Do you use forms such as cards, 
form letters, typed letters, telephone or probably a combi 
nation of these media? Do you dun at 30, 60 or 90 


days? Again this dictates personal requirements and in 


turn, supervisors. 


Your physical possibilities as to office layout to some 
extent govern your organization. It may be that various 
sections within your Credit Department are located on 
different floors of your store, possibly even miles away 
in a service building, or in branch stores. 

The important point is to analyze your operation be 
fore drawing up an organizational chart. These charts 
generally appear both simple and impressive, but try 
this: Draw your chart not only showing the supervisors 
and various sections, but including all details or functions 
of the sections. You probably could not put all of this 
on one chart, and would end up with several charts, one 


or more for each section, 


Operations of Credit Department 
Now we can assume that you have determined the 
various operations that go to make up your Credit Office. 
You have all the details of the various jobs, and are now 
ready to decide the best type of organization. With 
these details you should experiment on paper with various 
functional and divisional organizations. 
Now a word or two about organizations. Do you 
prefer functional, divisional, or a combination of the 


> 


two? ‘Taking these one at a time, let us point out some 


of the advantages and disadvantages of each: 


I. FUNCTIONAL 

\. ddvantages. 

1. Enables you to take full advantage of special 
ization. 

2. Simplifies training, inasmuch as assignment is 
one task or function rather than a multiplicity of 
responsibilities. 

3. Leads to greater efficiency as the specialist be 
comes more proficient in his or her job. 


4+. Simplifies placement of personnel. 





B. Disadvantages. 

1. Too much specialization creates problems with 
the introduction of new systems and machines which 
might eliminate certain functions. 

2. Leads to monotony. 

Il. DIVISIONAL 

A. Advantages. 

1. Versatility of employees. 

2. By having a group, or one person responsible for 
all phases of credit and collection for a_ particular 
group of accounts, it simplifies analysis of over-all 
efficiency. 

3. Especially advantageous and necessary in branch 
store operations—where the branch store maintains its 
own credit office with authorizing, billing, collections, 
etc. 

B. Disadvantages. 

. Training more complex 


Placement of personnel more difficult. 


) 
> 
5 


More expensive because of the need of versatile 
emplovees. 

+. Curtails credit selling as the interviewer might 
constantly think in terms of collections. 
Il. A COMBINATION OF FUNCTIONAL 
AND DIVISIONAL 


Collections 


Divisional for Credits and 
Functional for authorizing, billing. 
general typing, addressograph, etc. 

An organization such as this gives the advantages of 
the functional organization by specialization in those jobs 
that might be classified as production jobs. At the same 
time, the Divisional setup in the Credit and Collections 
gives the advantages realized in the Divisional organ 
ization. For those of vou who feel a divisional setup is 
right for your office, this combination is probably worth 
the first consideration. The one pitfall, however, is 
that it can be disastrous if there is lack of proper co 
ordination. The lines of authority in the various func 
tional sections which serve the divisional sections must 
be clearly defined. To illustrate this, take a hypothetical 
example: Suppose you offer regular 30-day accounts, 
contract accounts, and special 90-day accounts. You 
might set up vour interviewing staff under three super- 
visors, each being in charge of one of the three types of 
account service. In addition, have the supervisors re 


sponsible for collections in their respective sections. 


Interviewing and Collecting 

Now you have competition which no doubt will pay 
dividends in both interviewing and collecting. Your 
interviewers are conscious of the collection problems, and 
will probably take a better application. Your inter- 
viewers get to know their customers personally, and are 
better qualified to serve them both in interviewing and 
collections. It might be that you are concerned that 
the interviewers, being collection conscious, would cost 
you business, but I do not think this pertinent. Qn the 
other hand, it might be that vour interviewers get to 
know the customer in a friendly way, so that they over 
Again I feel this to be 
the exception. However, you must guard against possible 


extend the customer's account. 


confusion in the functional sections resulting in the 
diversion of work from the divisional sections. 

As you see here, there are three divisional departments 
depending upon the functional sections to a large extent. 


The question of priority, personal feelings, varving view 


points and overloads are problems that must be recognized 
as each section's principal concern is to see their depart 
ment served first and most efficiently. sO you have the 
necessity of clearly defining lines of authority. 

Another example of factors dictating type of organ 
ization might very well be one of managerial and physical 
influences. As Credit Manager, you might be under the 
supervision of the Store Manager, the Treasurer, the 
Controller, or in some instances an Office Manager 
Authorization might be under your supervision or the 
Service Department, and Accounts Receivable and Sales 
Audit may or may not be under the supervision of the 
Credit Manager. 


Managerial and Physical Limitations 

As you well know, the Accounts Receivable, Author 
izing and Collection Departments might well be in a 
warehouse or service building, completely dislocated from 
the Credit Department within the store. If your concern 
has branch stores, they may possibly operate their own 
Credit Departments, so again, you must know your 
managerial and physical limitations 

\ third type of organization might be one in which 
the title of Credit Manager is far reaching. Let us take 
a small organization for example, wherein you as Credit 
Manager, supervise Credit, Authorizing, Accounts Re 
ceivable, Collections, Bill and Merchandise Adjustment 
Cashiering, Lay-away, Direct Mail, Cleaning and Re 
pairing, and perhaps a few other items which you will, 
by this time, willingly handle as you have reached the 
state of complete numbness. 

In no other type of organization do you need yvreater 
understanding, loyalty, versatility of emplovees and co 
ordination of effort. The organization is small but the 
need for organizing is large. 


} 


have endeavored to | 


In my comments | bring forth 
what I feel are the important factors governing the 
organization of an office. Varving tactors dictate the 
best type of organization for your office, and no one 
can inform you of the best type 

Fo conclude may I sum up in this way 

It is improbable that any of you will eve > faced 
with the heed of forming an organization wherein an 
organization of some type does not exist at present It 
and when you are taced with the need for a change first 
study your present organization and study this to the 
extent that you have the entire operation in detailed 
form, with policies clearly defined. Write procedures 
on your present operation, paying particular attention to 
the flow of work. Study your personnel and note their 
capabilities. Decide where they may be used to a better 
advantage, and which individuals possess ability in leader 
ship. How would you rate your efficiency under the 


> 


existing operation Reviewing the factors gathered: 
what changes, if any, will result in a more economical 
and efficient operation ? 

Having completed this, then proceed to rewrite those 
procedures wherein you feel improvements might be 
made. Visualize these rewritten procedures in operation 
and analyze their effect on all sections within your office. 
Check the need for, or the advisability of securing 
additional or different mechanical equipment; and if 
your results show that a change is warranted then de 
termine the best type of organization for the success of 
your operation. ake 
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Bo YOU Have the Answer to the 
Problem of Credit Sales Promotion? 


HENRY C. ALEXANDER, Credit Manager, Belk Brothers, Charlotte, N. C. 


HERE IS no use kidding ourselves, not even 

\tlas can carry the world on his shoulders. 
And even though modern consumer credit can and 
does play a tremendous part in our modern 
economy, there is a limit te our ability, willing as 
we may be. Since the transition.of the market 
from one in which the seller held the whip hand 
to the present when Johnny Q. Public and his 
wife are in the driver’s seat, there has been 
a growing tendency to use the credit department 
more and more to close the gap between those 
good old days of 1947-48 and the slightly lower 


figures of the past vear. 


Credit Sales Possibilities 


Now this tendency is good. Even the most energetic 
ind sales-minded credit executive has not used the poten 
tial sales possibilities of his department to the fullest 
extent. But it also has its disadvantages. Last year most 


gross sales as compared with the 


retail stores had a loss’in 


previous vear’s business. There are as many “reasons’ 
for this decline as there are managers, buyers and depart 
ment heads. The tur and jewelry buvers blame Senator 
(jeorge’s premature statement on the repeal of excise tax 
The ready to-wear buyer SsaVs it Is the unseasonal 
weather The furniture buyer claims his downfall is 
due to the man around the corner who is passing up 
down payments and viviny those extra months to pay 
There are many more, but if you happen to be the boss 
you are probably vetting a little ted up on eXCUses and 
longing for results rather than reasons why 

The proot that the credit branch of retailing has been 
on the ball is the fact that in most cases they have shown 
i substantial gain in volume while the cash total has 
backward True 


moved consistently collection per 


centages have -creased from the lush vears and losses 
have increased, but they are still much better than they 
were prior to the war In tact there are some who feel 
that | er losses ind even lower percentages would not 
be unsound, and in the lone run might even be ad 
Vantageous Dusiness 

The one inescapable tact that stands out is that a 
reduction in prices has accounted for most of the loss in 
dollar volume; the expansion of credit has kept the loss 
from reaching greater proportions, and has helped main 
tain the unit volume at i very satisfactory level 

No one can predict the future, but if prices continue 
to level ott and sales lag it will take more and more 
effort to keep the line on the sales chart level for 1950 
Credit can absorb some of this, but “to put too much 
pressure on the credit department to add too much to the 


sales volume in too little time may be just too bad 
In the first place, a sound national economy is based 
upon many factors. QO)ne is most certainly a steady, even 
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flow of goods from the crude material source through 
production and into the hands of the consumer Any 
credit sales program, that would so overload the customer 
and ultimately reduce his buying power below a reason 
able figure, could and probably would bring about na 
tional disaster. Credit sales of a necessity give us business 
America’s standard of 


living has largely been built on this system of anticipation 


today based on future earnings 


Even during the boom days of the twenties we did not 
abuse this important factor. But credit men of that day 
were not as sales minded as they are today. Nor was 
management fighting as hard to increase business that 
was reaching new yearly peaks as they are today in try 
ing to maintain the fivures of a war era 


‘Today the pressure on the credit man is great 
constantly increasing So tar even with outstandings 

i new high, there is nothing to be alarmed about Per 
centage wise we are, in proportion to income, in excellent 
shape. But outstandings have not stopped climbing 
terms are being daily lengthened, down payments reduced 
and against this there is not too much assurance that 
income will increase or even hold its own. One thing 
is certain; national income can drop and drop faster thar 
It this does hap 


we can lower our outstanding figures 


credit will augment a depression rather than retard 
After the 1929 er: we all started to 
houses in order rather lan to stimulate sales by 


further expansion of credit In fact, in many cases ex 


panding much further would have meant failure to many 
concerns. We must maintain that factor of safety for 
the time when credit needs tor ational economic satety 
ire vital 


Item of Operating Expense 


The second item is one of operating expense Lower 


, 
’ 
, 
sales have in most cases caused less concern with manag¢ 


ment than lowered pronts These have shrunk to 
dangerously low figure and some firms have been for 


to dust oft the old red pen ¢ redit sales promotion 
I I 


. ° 
most any other type oft selling Is expensive The si 
DusiIness an do a reasonable imount of this is i | 
product of regular routine work Oo put on 


powered program the cost mounts fast. Credit reports 
lists of names, agency fees added to additiona 
] 


postage, 


office expense run the cost of new account to sizable 
umounts. This in itself is not so bad because the ad 
ditional volume of business is supposed to offset this 
temporary expense, and it would not be if the promotional 
expense would remain a temporary nhgure But somehow 
or other this is not exactly the case 

There is ; : g, “A man convinced against 
his will is of the same opinion still.’ It is equally true 
that a person persuaded to open a charge account that 
she has not any real desire for is going to let it lapse 
gradually into disuse. My experience indicates that a 


sizable number ot these do not use the iwcount for even 





one purchase. If a store puts on a large number of these 
accounts that like Jonah’s vine, flourish and then fade, 
they are faced with the problem of constantly seeking 
more and more accounts to replace those that were in 
many cases just names on a ledger card and who were 
and still are good cash customers. 

Even too much emphasis on revitalizing inactives can 
backfire from a cost standpoint. A good example of 
this is one that I have personally experienced. During 
the war years, my son had occasion to visit a near-by city. 
Suits were scarce and he found just what he wanted in 
one of our great southern stores. Not having the cash, 
“he charged it” to papa. This store bought a credit 
report, set up the account, and shipped the suit. “That 
was in 1944. Since then I have received letters, cards, 
blank statements, catalogues, and in fact everything of a 
promotional nature except a personal visit or long-dis 
tance call. Since I have had no occasion to use the a 
count it is still inactive. Of course, this store is playing 
percentage and did not expect to click on every account. 
But their published figures show net prohts tor last year 
ot less than one and one-half per cent. Expense is high 
somewhere and the answer to low profits is not always 
sales. | do not claim that this particular store is run 
ning close to the red because of too much expense for 
sales promotion. That can be caused by many reasons. 
The fact does remain, however, that if all accounts 
receive the same attention that mine did, expenses are 
Should an 


ippreciable number of accounts be in the same category 


high in the credit promotion department. 


as to sales possibilities the cost figures can easily more 
than offset the good that is done. 

It vou are sales minded, and I am sure you are, by 
this time vou are ready to class me either as crazy or as 
one ot the old-timers who sees no good in the modern 
trend of credit promotion. That is not the case. | 
firmly believe that credit is a great builder of both sales 
ind pronts and if it is not de inv both in your stor you 
need a change in your credit policy or you should go to 
i « ish basis Certainly no wise and prudent merchant 
will stand the expense of maintaining a credit business 


merely for the convenience of his customers. 


Drives to Open Accounts 


, ; 
gut unless is just completed a large expansion 
program opened i new business or has just changed over 
he should build slowly, soundly, and 


nor py larve dr es to open accounts im wholesale lots 


hould management expect credit to share 


By no means s 
more than its proportionate part in building and main 
taining volume After all, the advertising, merchandis 
ing, display, and in fact every r department in a 
modern store can and must add its part to this problem 

\ store builds slowly and soundly by creating in the 
customer a sincere desire for a charge account, a feeling 
ot confidence in its merchandising policy, a_ friendly 


itmosphere vood service and sound values. These ire 
The credit department 


Neither 


the credit department make up the gap between the 


policies for merchandising statts 
cannot assume these duties and responsibilities. 
ot volume from various causes and those high fig 
ot 1948, without resorting to ridiculous terms and 
unsound extension ot credit unless the store as a whole 
Remember vou have 


is made attractive to the customer 


no monopoly on credit promotion and the chances are 
whatever you offer will be more than equalled by your 
competitor. 

The old saying that a cash customer is anybody's 
customer is as false a belief as can be found in our busi 
ness world. Thousands and thousands of customers have 
stores that they are loyal to and they pay cash from 
choice. Let the sales force assume the responsibilities ot 
keeping them so. Some of these you lose for various 
reasons, but the same causes that made them customers in 
the first place will bring in replacement. Credit alone 


will not hold them when they are ready to leave you. 


The Answer to the Problem 
What is my answer to the problem of credit promo 
Keep them 


by maintaining close personal contact, understanding 


tion? It is simple. Keep what you have got 


their problems, and willingness to work with them 
Keep them by good public relations You are the one 
in your organization that should be closest to your 
customers, so be close to them. Do not delegate the 
personal contact to someone who will handle it as a 
routine job while you attend to so-called important mat 
ters Nothing Is as unportant as your relations to your 


customer You can employ people at a dime a dozen to 


handle most of your work but one that can handle 
your charge customers properly sa jewel of great price 


You should 


be the best known and best liked person in ve organi 


" 1 
Make yourself known in the community 


zation, and if vou are doing a good job you Walk 
throuzh your store often. If a dozen or more customers 
do not speak to you and call you by name as vou walk 
trom vour office to the front door, it is hgh time to 
examine yourself and see why It folks do not recounize 
vou or the street ind smile ft customers do not 
their friends into your office to open accounts, you are 
passing up the best sales promotion plan in the work 
Mavbe it is not as fast o1 tacular 
tomers that come in that way i in accor 1 the 
stay on vour books once you put then there The thing 
the boss will like about this is that it does not cost 
thing ad ales without increasing expense 
Sure. continue to solicit newcomers set up a goa 
isonable increase in accounts each month 
vet the idea \ in sately bring 
inds once 1 \ Alw i 
in oak tree will 


~< better piece of ber ke 


Compare with Any Other Way! 
. polsky’s 
11,000 NEW ACCTS. ., 50¢ .. 
0 40% « 
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National Membership Activities 


SS SSS SS SSS SSS SSS SS SS SS SS) 


2000 New Members Needed New members reported by Districts from June 1, 


1949, through February 20, 1950: 


ENNNAMANAAVVNS 


From June to December, 1949, more than 2,500 new 
members have joined the National Retail Credit Asso 


ciation. This is a nice increase, but we have set our 


District Members 

83 

99 
goal at 5,000 for this year. The Membership Commit : 146 
tee is completely organized throughout the country and SS 
is working hard on increasing membership in local Asso- ’ 108 
ciations, as well as assisting in forming new ones. a 
Many times the question arises, “Why Should I Join ' 261 
the National Retail Credit Association?” It is a logical ‘ 171 
question and should be answered by sound reasoning. 787 
You are all familiar with The Creprr Wortp and its 296 
many fine articles, which is published monthly. L. S. - 160 
Crowder, General Manager-Treasurer, has written an : ss . 6S 
excellent editorial in the February issue regarding, our Foreign . 
responsibility to the Association. This article should be Total 2 926 
read by all our members. Perhaps you have attended an 


educational course or two sponsored by the National Old Associations reporting 25 or more new members 
organization and no doubt you have used collection since June 1. 1949, through February 20, 1950: 
stickers or credit application forms which are available sisi 
to you as a member. These and many other reasons are District — Members 
vour answers to, “Why join the National?” 1 Springfield, Massachusetts 
2 New York, New York 
3 Atlanta, Georgia 
5 Cincinnati, Ohio 
assistance that we will keep that membership figure climb Cleveland, Ohio 
ing month by month and vear by vear. While vou are ) Winnipeg, Manitoba, Canada 
reading this, perhaps you can think of at least one firm _ Des Moines, lowa 
in your locality that would benefit by belonging to our W ichita, Kansas , 
Kansas City, Missouri 
St. Louis, Missouri 
Denver, Colorado 
I am confident that our goal will be reached by Albuquerque, New Mexico 
next June providing we all help in enrolling new mem- Salt Lake City, U tah 
bers. Remember, helping others to receive these ad Vancouver, B. C., Canada 
Coos Bay, Oregon 
Portland, Oregon 
Harry Ek. Jones Longview, Washington 
General Membership Chairman Seattle, Washington 
Spokane, Washington 
Tacoma, Washington 
Roll of Honor Los Angeles, California 
San Francisco 
Here is the roll of new National Units which have 2 Washington, D. C. 
been organized since June 1, 1949: Baltimore, Maryland 
s Silver Springs, Maryland 
Pittsburgh, Pennsylvania 


Although the Membership Committee is carrying on 


an intensive campaign, it is through your cooperation and 


Association. Why not take a few minutes to point out 
to these prospects the advantages of National member- 


2 


ship 


vantages also helps yourself. 


City Date Members 
Belen, New Mexico July 12, 1949 
Odessa, Texas July 18, 1949 ‘ ’ 
Orlando, Florida July 26, 1949 They Continue to Grow! 
Columbus, Georgia August 10, 1949 It 
Ontario, Oregon August 15, 1949 ions anise tn iin “ ail ae 
Arkadelphia, Arkansas August 26, 1949 . i _ inued ; cae ae rshiy 
Roseburg, Oregon August 29, 1949 5 le record of -OS nyeies ittsburgh, Tacoma and 


is interesting to note that our “‘old’’ Associations 


Lebanon, Oregon September 22, 1949 Denver, all 100 per cent National, is noteworthy 
Sweet Home, Oregon September 22, 1949 that each 
econ egy oe 5, a members since June 1, 1949. In the next bracket. Wash 
exas City, Texas ctober 0, 194! t eA “Rale Pp ' a 
Hamilton, Ont., Canada October 11, 1949 ington, DD. C., Baltimore, Portland, Seattle, New York, 
Sunburst, Montana October 17, 1949 San Francisco, Kansas City, and Spokane, also 100 per 
Waco, Texas October 24, 1949 cent national units, have made 
Arlington, Virginia November 7, 1949 
Lawton, Oklahoma December 5, 1949 O hanks d congratulations go to the : 
Ponca City, Oklahoma December 19, 1949 ur — — ; : r sete - n = t 4 ie a 
Bingen, Washington January 16, 1950 4 a and credit executives of the cities mentioned. 
La Fayette, Indiana February 3, 1950 2 L. 8. Crowder. 


In 
Association has reported more than 100 new 


substantial increases in 
membership, ranging from 64 to 98, in the order named. 
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PROGRAM HIGHLIGHTS 


36th ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 
Hotel Netherland Plaza, Cincinnati, Ohio, Jume 12-15, 1950 


Tuesday Morning, June 13... 


9 -00—AssemMBLY—Hatt or Miurroxws, Netherland 
Plaza Hotel 
COMMUNITY SINGING 
Catt To Orper—Richard T. Schatz, Washing 
ton Water Power Company, Spokane, Wash 
ington, President, National Retail Credit 
Association 
INVOCATION 
In MeMoRIAM 
WELCOME TO CINCINNATI 
APPOINTMENT OF COMMITTEES: 
CONSTITUTION AND BYLAWS 
RESOLUTIONS 
CREDENTIALS 
NOMINATING 
10:00—THE CREDIT FORUM 
David D. Bolen, Chairman, Famous-Barr Co.., 
St. Louis, Missouri, Past President, National 
Retail Credit Association 
11:00—Address, Speaker to be Announced 
Later 
11:45—INTRODUCTION OF: 
Honorary Life Members 
Members from Canada 
Exhibitors’ Representatives 
Cincinnati Conference Committee 
12:15—ANNOUNCEMENTS AND ADJOURNMENT 


Wednesday Morning, June 14... 


9 -00—AssemBLy—Hatt or Mirrors, Netherland 
Plaza Hotel 

CoMMUNITY SINGING 

RECONVENE 

Reports or COMMITTEES: 

FINANCE 

NOMINATING 

CONSTITUTION AND ByYLAws 

CREDENTIALS 
10:15—THE CREDIT FORUM 

David D. Bolen, Chairman, Famous-Barr Co., 
St. Louis, Missouri, Past President, National 
Retail Credit Association 

11:15—“Living With Ourselves” 

Frederick W. Walter, The Bailey Company, 
Cleveland, Ohio, Chairman, Educational Com 
mittee, National Retail Credit Association 

12:00—ANNOUNCEMENTS AND ADJOURNMENT 


Thursday Morning, June IS... 


9 -00O—AssemMBLY—HALL or Mirrors, Netherland 
Plaza Hotel 


CoMMUNITY SINGING 


RECONVENE 
MemebBersuir Awarps, L. S. Crowder, General 
Manaver ‘Treasurer, National Retail ( redit 
Association 
INTERNATIONAL ACHIEVEMENT AWarps, Harold 
A. Wallace, Executive Vice President, Asso 
ciated Credit Bureaus of America 
9:45—Awarps, Mrs. Pat Hughes, President, Credit 
Women's Breakfast Clubs of North America 
10:00—Panel Discussion, “Improving Credit 
Investigation Methods” 
VWoderator, Harry P. Earl, Credit Bureau of 
Salt Lake City, Salt Lake City, Utah 
PaANet—Crepir BurREAUS 
A. L. Dye, Credit Bureau of Greater Kansas 
City, Kansas City, Missouri 
C. B. Flemington, Credit Bureau of Toronto, 
Toronto, Ontario, Canada 
Harold V. Tom, Credit Bureau of Zanesville. 
Zanesville, Ohio 
Panet—Crepit MANAGERS 
William F. Bradley, Gump’s, San Francisco, 
California 
H. A. Clarke, Boggs & Buhl 
Pennsylvania 
Hugh L. Reagan, The Cain-Sloan Company, 
Nashville, Tennessee 
11:00—“It’s Up to You”’ 

H. W. Adkins, Executive Vice President, Yahr- 
Milwaukee, Wisconsin 
11:45—Revort or Reso_utions ComMirret 

ACTION ON FINAL Report or CoMMITTEE ON 

CONSTITUTION AND ByLAws 

1951 Conrerence Crry 

UNFINISHED BUSINESS 

ELECTION AND 


Pittsburgh, 


Lange, Inc. 


INSTALLATION OF 
(OFFICERS 
INTRODUCTION OF OFFICERS 
AssociATep Crepir BUREAUS OF AMERICA 
Crepir Women's BREAKFAST 
NortH AMERICA 
12:45—AN NOUNCEMENTS AND ADJOURNMENT 


Educational Exhibits 
Addressograph-Multigraph Corporation 
A. B. Dick Company 
Diebold, Inc. 

Farrington Manufacturing Company 
Kellogg Switchboard and Supply Company 
The National Cash Register Company 
Recordak Corporation 
Remington Rand, Inc. 
Robotyper Corporation 
TelAutograph Corporation 
Underwood Corporation 


CLUBS OF 
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Should We Spend Time and Money Aging Accounts? 


W. O. PERLICK, Credit Manager, Meacham’s, Fort Worth, Texas 


ESPITE the general opinion that comparative age 

analysis reports would be of benefit to all con 
tributing stores, there seems to be a general reluctance 
to spend the time and money to compile just such 
information. 

Should you ever have occasion to buy a store or busi 
ness having accounts receivable, no doubt you would re 
quire in addition to a merchandise and capital inventory 
an aging of the accounts receivable. Still among many 
retailers this particular activity seems to receive less at 
tention and effort than any other statistics compiled 

Verv likely there are a number of reasons for this. To 
begin with, computation of these statistics requires effort 
skilled personnel, and involves considerable expense. Pos 
sibly there is another reason why this particular activity 
is normally slighted Are vou completely familiar with 
the information obtainable from an Age Analysis ? \re 
vou able project these comparative figures and plan 
vour future labors to those classifications requiring more 
than verage attention? 


In an ettort to be able to give more than jus an 


opinion, quite a number of responsible credit men, well 
recommended in “ir fie have been cor 
lar problen 
gentlemen were emphatic 
need r an Age Analysis 
o con plete the se pa 
They 
nly submitted 
igement The question 
expense involt n compiling a complete 
| rchanging 
compa 
stores 
The normal 
Analysis could be lete ir torm: 
ind management regarding the number 
ible in current condition and open to buy This 
ition might well be used in planning future Du 
me rchandising fhicers. \ con plete picture 
resented showing the groups of accounts th 
the current classification and obviously ne 
strict bring them to date. In your final 
columr Analysis, the accounts listed present 
your il charge-oft problem. This parti ular 
columr robably one of the most important in your en 
tire analysis and a quick and complete handling of each 
individual account might reduce considerably your poten 
tial charge-otf and eventual losses to your firm. As 
suggestion, the following might be used as classifications 


on open monthly and contract account analysis: 
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1. One to thirty-one days. 
2. Thirty-one to sixty days. 
3. Sixty-one to ninety days. 

4+. Ninety-one to one hundred-twenty days 


5. Over one hundred-twenty days. 


The following is an example of September, 1949, Age 
Analysis figures on a percentage basis from a recognized 


and responsible store: 


1 to 30 days 4.7 
31 to 60 davs 
61 to 90 days 
91 to 120 davs 


Over 120 days 


If we should adopt a standard form of presenting th 
information to either the offices of the Texas Retail 
Credit News or The Credit World intormation 
could be submitted on a percentage basis than the 
number of accounts or the dollar-amount of account 

ld 


ceivable. This would eliminate any 


confidential 


Many firms handling mil llar wccounts 
receivable see o take off i complete ive ANALVSIS Cac 
month Not only are these hgures used to ive 

, 


picture of the economi \ of the locality 


these tigur 1 used to obtain criterion of the job 


ing done by : il organizati Inventory and sal 


tl previous Age Analvs 


plans are never completed un 
of the local office is studied 


W hile we ire 
+} 


we could ike dy } ; ) ne 


pendent business 
nterchar 
ntormation and obtain ll va I i comy 
our competitors’ 


meets with vour ipproval ind you would be 


n adopting a standardized Age Analysis, and are willir 


o submit intormation at agreed intervals, then possib 
ou will take the time to contact the National R 
Credit Association and express your desires and ask 
they solicit this information from 

Possibly many of vou have re gy is consider 
thle thought, and have evolved a more economic and 


Analysis. If this 


s true, no doubt, each individual reading this article 


efhcient method to take off an A 


would be interested in obtaining this information. Cor 
ider carefully the information that is available from this 
source. Weigh the expense, and the labor involved 
then ask yourself this question: “Can I profitably use 
the information obtained in an Age Analvsis to do a 
better job?” nn 
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A page devoted to improving the mutual cooperative relationship between members of) 
the National Retail Credit Association and the Associated Credit Bureaus of? OTIC : 


Teamwork Against Poor Risks and Deadbeats 


Crime Control Seer. crime in North America is a big and far-flung business. It costs business 

and and society millions of dollars annually. Slow-paying credit customers and professional 

Credit Losses deadbeats also are costly to credit granters—and to other credit customers who are prompt 
and reliable. 

Just as law enforcement breaks down into a lot of little local authorities, so does con 
sumer credit control succeed or fail, based upon what you and your tellow credit granters 
do in your town! 

Organized effort to rid any town of hoodlums or gangsters usually drives them out of 
town .. . sometimes for good . . . to show up in other places. Yet, they may return to ply 
their “art” in the old home town years later. 

Credit While it’s true that organized eftort to rid your town ot slow-pay and deadbeat customers 
“Police” cannot be fully as effective as a drive against hoodlums, still, what each credit granter does 
combined with other intelligent effort—has almost the same material effect. 

We know, too, that as police and FBI records follow individual and organized crime so 
can you be forewarned of “questionable or bad risks” through our ACB of A interbureau sys 
tem. Or, even if victimized, you can warn other credit folks to look out for the fellow or 
gal who left vou holding that bag—that little troublesome $11.47 account, or that big one 
tor over $1,000! Thus, the only satisfactory way to deal with slow pays and deadbeats is 
to cooperate on both a local and nationwide basis. 

Your Part in The job is big and important It cannot be handed to the other fellow credit-granter 

Enforcement You, too, must take some responsibility. Real success comes from an exchange of your facts 
through vour local credit bureau and from your investigating about the newcomer t 
your community before you invest 

How can vou do this? Simply order a Facthilt Previous Residence Report trom yout 
local bureau Don't try to use the “eyeball” method, or try to hand-pick those out-of-town 
customers by hunch, hope, or haz d ° isk your Dureau to vet i full intecedent report 
which will be an important tool to supplement your judgment 

Here's how vou can make this teamwork pay oft 

Three Vital @ Regularly report all unsatistactory er dealings to your local credit bureau. Ur 
Steps itistactory dealings would include slow accounts, repossessions, accounts placed tor collectior 
forced, bad checks, names of ind loss accounts, skips, or plain deadbeats 

@ ‘Take a complete credit application f: ill new customers or patients, just to 
certain you are not being “worked” by some other town’s smoothest crook, known dea 
overloaded customer, or careless person w! ay have found it che iper to move than 
where creditors are so persistent. 

@ Check each application through your credit bureau, always, if possible, before extend 
ing credit. But at least let vour credit bureau know you have “taken on” that new cus 
tomer or patient. This may save vou from a bad experience ; » beginning, or trom get 
ting hurt too much if vou do take a “gambler’s chance” on a quick opening of that new 
account. 

Credit Organized crime spreads partially because generally the public is apathetic NRCA and 
Fraternity ACB of A members and their respective subscribers can keep consumer credit business freer 
Cooperation from slow, questionable, and bad credit risks, by being alert and following planned, proven 
practical credit-granting steps. 

Crime thrives on the myth of the “wide open” town ‘ slow pays and dead 
beats. With NRCA’s 26,000 credit executive members, and ACB of A’s 1503 credit bu 
reaus and 789 collection service members teaming together, we can help each other do more 
business profitably . . . and, more important—protect that priceless asset to our economy, con 


sumer credit ke 
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Credit Education in Los Angeles 


The first in a series of classes on consumer credit, held 
under the auspices of the Los Angeles Retail Credit As 
sociates in conjunction with the Los Angeles Board of 
Education, was completed on November 30, 1949. The 
course was based on the textbook Retail Credit Funda 
mentals, by Dr. Clyde Wm. Phelps. Approximately 250 
persons, representing 40 stores, attended the classes held 
one evening each week. A new course will begin soon and 
it is planned that such courses will become a permanent 
part of the educational program of the Association. 

Arthur E. Kaiser, Credit Manager, Bullock’s, is Presi 
dent of the Los Angeles group and W. E. Ryan, General 
Credit Manager, Broadway Department Store, is Chair- 
man of the Educational Committee. D. R. Coulter, 
Bullock's, is Coordinator while P. W. Thelander, Super 
Angeles City 
Schools, acted on behalf of the Board of Education. 
Lecturers and their topics were: R. A. Horton, May 


Company, “Theory of Consumer Credit” and “Analyz- 


visor of Distributive Education, Los 


ing the Information on Which to Open or Decline an 
Account”; C. R. Savage, Henshey’s, “Types of Retail 
Sales’; Marshall Myers, Barker Bros., “Types of Retail 
Sales”: W. D. Conel, Security-First National Bank, 
“Types of Consumer Credit”; W. E. Ryan, “Interview 
ing the Applicant for a New Account’; R. D. Roberts, 
Union Oil Co., “Credit Investigation and Sources of 
Investigation’: A. E. Kaiser, “Authorizing the Pur 
chases’; and H. G. Norman, Milliron’s, 
Consumer Credit.” 


“Promotion ) 


Cincinnati Conference Registration Fees 


The registration fees for the 36th Annual International 
Consumer Credit Conference of the National Retail 
Credit Association to be held at the Netherland Plaza 
Hotel, Cincinnati, Ohio, June 12-15, 1950, will be 
$12.50 for delegates and $7.50 for wives and members 


of the families of delegates 


—Position Wanted 


Credit and collection manager, four years’ experience 


with large department store and men’s wear chain. Age 


27, married and will travel anywhere. Box 3503, The 


Credit World. 
For Sale 


Credit Bureau with collections in town of 20,000 
population in Southern California. Will sell half or 


all. Box 3501, The Credit World. 


Help Wanted 


Experienced Credit Bureau Manager with some capital 
for a Credit Bureau in Alaska. Box 3502, The Credit 
World. 
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Coming District Meetings 


District Two (New York and New Jersey) will hold 
its annual meeting at Hotel Syracuse, Svracuse, New 
York, April 16, 17 and 18, 1950. 

District Three (Florida, Georgia, North Carolina and 
South Carolina) and District Four (Alabama, Louisiana, 
Mississippi and Tennessee) will hold a joint annual 
meeting at the Columbus Hotel, Miami, Florida, April 
23, 24, 25 and 26, 1950. 

District Five (Ohio, Michigan, Ontario, Canada, and 
Kentucky) and District Thirteen (Illinois, Indiana, and 
Wisconsin, except Superior) will hold a joint annual 
meeting in conjunction with the 36th Annual Inter 
national Consumer Credit Conference of the N.R.C.A., 
at the Netherland Plaza Hotel, Cincinnati, Ohio, June 
12, 13, 14 and 15, 1950. 

District Six (lowa, Minnesota, Nebraska, North Da 
kota, South Dakota, Superior, Wisconsin and Manitoba, 
Canada) will hold its annual meeting at the Radisson 
Hotel, Minneapolis, Minnesota, March 26, 27 and 28, 
1950. 

District Seven (Arkansas, Kansas, Missouri and Okla 
homa) will hold its annual meeting at the Marion Hotel, 
Little Rock, Arkansas, March 12, 13 and 14, 1950. 

District Eight (Texas) will hold its annual meeting 
in Fort Worth, Texas, May 21, 22 and 23, 1950. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting at the Vail 
Hotel, Pueblo, Colorado, May 7, 8 and 9, 1950. 

District Ten (Alaska, Idaho, Montana 
Washington, Alberta, British Columbia and Saskatche- 
wan, Canada) will hold its annual meeting at the 
Davenport Hotel, Spokane, Washington, May 12, 13, 14, 
15 and 16, 1950. 

District Eleven 


(Oregon 


Arizona, California, Nevada and 
Hawaii) will hold its annual meeting at the Hotel 


Sainte Claire, San Jose, California, April 23, 24 and 
25, 1950. 


MARCH, Better Interviewing Month 

“We cooperate universally for the welfare of credit,” 
is an important part of the creed of the Credit Women’s 
Breakfast Clubs of North America. With this thought 
in mind, we are particularly stressing, during the month 
of March, the study of better interviews and applications. 
We realize that the interview is the foundation for good 
relations with the customer during the entire life of the 
account and that it will help the store know their cus 
tomers better. It will also be helpful in promoting sales 
in the various departments and will be of material aid 
in tracing skips and troublesome accounts. We believe 
this to be one of the most important phases of our edu- 
cational course tor this year. Through this program, 
directed toward improving the amount of information 
credit departments obtain im the interview to be furnished 
the credit bureau, we may do a better job for credit 
granters and for their firms.—Mrs. Pat Hughes, Presi 
dent, Credit Women’s Breakfast Clubs of North America. 





—Waco Celebrates Their 
Forty-Fifth Anniversary 


And Goes 100 Per Cent National 


NDER the direction of Howard Chilton, the Retail has a right to know what is on his 


record so that he 

Merchants Association operating the Credit Bureau may have an opportunity to re-establish himself. With 
of Greater Waco, Texas, is now one of the most modern the proper training of employees and with their using 
efficient and prompt reporting bureaus in the Nation. the proper discretion this can be accomplished. The 


On the evening of January 18 between 5 p.m. and 9 p.m. results being the merchant collects his past-due bil 


vills and 
over 200 business men and women of Waco attended the individual pays up his old obligations. 
the formal opening of the new offices in suite 915 Liberty 
Building. All new modern office furniture and equip 
ment has been installed to make it one of the best 
equipped organizations of its kind in America. The 
organization now occupies the largest quarters in its 45 
year history and had a total of 26 employees during the 
month of December, an increase of 185 per cent since 
June 1, 1949, when Mr. Chilton became manager. 
| ts new telephone equipment now surpasses that found 
in the credit bureaus of cities of comparable size (90,000 
population) in the State of Texas. Serving the 378 
members are 14 trunk lines and 4 direct lines. All calls 
tor credit intormation are now handled direct and the 
relay through a P.B.X. board has been eliminated. In 
stead of operating a multiple unit reporting system which 


Is used im many) ities they treat the entire reporting > 

; he, on - Clyde Bennett, right, Vice President, Waco Merchants Asso 
ciation, welcomes Mr. Crowder to Waco. Howard Chilton is 
member suffers mo inconvenience because he is not on the left. 


department in Waco as one unit, therefore, the inquiring 


switched from one operator to another. In the half Qut-ot-town visitors for the open house included 


page write-up in the Maco News-Tribune it was pointed Lindley S. Crowder, General Manaver-Treasurer, Na 
tional Retail Credit Association; Mr. and Mrs. Charles 
Lux, Austin, Texas, Secretary, Retail Merchants Asso 


, clation of Texas; Horace Barnhart, Ir Assistant 
the credit of those who have had misfortune. lo this Manager Retail Merchants Association of Austin 


end a public relations department has been created. Horace Barnhart, Sr., Director, Retail Merchants Asso 


cClation of ‘Texas: J B. Moreland ( redit Manager, 


persons who desire to learn the status of their records.” Southern l nion (jas Co Austin: Claire Maze 


out that “Today a modern credit association is eager to 
assist young people in establishing their credit in the 
community. Also it tries to be helpful in re-establishing 


Every day the staff of this division councils with many 


General 
Everyone is encouraged to take an interest and a pride Manager, Retail Merchants Association, Temple; Arch 


in his credit record and Mr. Chilton feels that a person (Turn to ‘Waco Celebrates,”’ page 31.) 


In the picture above, left to right, are: John Nesbitt, Assistant Manager; J. E. R. Chilton Jr.; Howard Chilton, Manager; 


L. 8S. Crowder; Eva Barnett, Manager, Collection Department; E. E. Singleton; and Clyde Bennett. Pictured on the right is 
the reporting department 
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What \s the Most Important Cred 
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= . ’ 4 DA _——- 6. CONSUMER EDUCATION The consumer should know 
(pinions of Credit Executiy eS with whom he is dealing. He should know the credit terms 
the policies and the character of the firm. He should know 
1. DECREASE IN COLLECTION There is a tendency even that the firm wants his business, his good will and what the 
by those c alling themselves conservative credit men, to be firm has to offer him for his patronage.—Collis P. Haynes 
lax in evaluating a credit applicant This makes for an United Gas Corp., Houston, Texas 
overloaded buyer and in consequence you are confronted x** 
with either accepting partial payments too often or taking a . 
substantial loss ae » Aypesmeeal Money is not as free and as The theme of 1950 for Consumer Credit should be 
easily obtained now as was the case some twelve months ago Know your Customer 
Closer follow-up must be maintained and more pressure put 1. complete information should be available so that 
on the buver in order to get your money we may maintain a collection turnover that will be 
MORE INTENSIVE SALES PROMOTION. It does not acceptable to management. Of course, this will be 
seem that we will get away from the high pressure type of possible through a consistent follow up and having 
salesman whose ethics are often questioned. We will have the proper credit information on every customer in 
this tvpe of salesman so long as we have sales managers our files so that we may show the best results. 
who want to build a volume reputation and who set quotas 2. more intensive sales promotion should be main- 
too high for their salespeople. We will see intensive sales tained through contact with inactive accounts and 
promotion that is aimed to benefit both the consumer and the new accounts promotion. Again, the consistent fol- 
seller. I think business will be more selective in choosing low up on the credit information available regarding 
their top sales personnel which will reflect lasting credit customers will produce the most excellent results and 
upon their firms create added volume from those who are able to buy 
REDUCTION OF CREDIT OFFICE OPERATING COSTS and pay on time. 
It has taken us a long time to work out from under a mass 3. credit office operating costs are inclined to in- 
of antiquated and bulky useless records that take sixty or crease when personnel is added for this follow up 
more per cent of the time of your Credit Personnel to main- and the introduction of timesaving devices and forms 
tain at the expense of expediting credit reports and ap- will be the offsetting factor in keeping costs down. 
provals. We are only now in the outer tringe of the woods 4. as we know, we should be concerned with the 
in approaching a concise method of keeping the minimum building of sales at the expense of sound credit and 
records necessary to conduct our business efhciently We selling will not be at the expense of sound credit if 
can simplify our methods much more and save considerable discretion is used when reviewing credit reports and 
wasted time selling only those whose record shows an open to 
BUILDING SALES AT THE EXPENSE OF SOUND buy condition. 
CREDI1 To do this, you must have the cooperation of ‘ 5. the promotion of credit schools for credit de- 
management to assist and put a curb on irresponsible sales partment personnel, training them for the best pro- 
people. Credit education, with the backing of the manage cedure to follow in both collection and promotion; 
ment, will do more to show your salespeople the light than using Dr. Clyde W. Phelps recent textbook on Credit 
any one thing. An open-minded approach to the subject by __ Management for this instruction. 


all concerned, pointing out the pitfalls of loose credit, wil 6. best results in consumer education can be ob- 
do more to control this matter than anything that can be tained through newspaper and radio advertisements 
indertaken 5 i ~ . i ‘ 
and also Credit Courses and lectures in High Schools 
PROP ER TRAINING OF CREDIT PERSONNEI Step and College Business Classes.—Dean Adie y. 2 
step training produces excellent results if a well thought Brandeis & Sons. Omaha. Neb mer ae 
out program in ofhce training is used \ credit emplovee wie . 


should know for whom he is working; the historv and back x* 
ground of the firm: and the firms policies and practices 1. Decrease 


in collections—Certainls consistent 
More practical experience is needed and less academic, how 


newspaper and radio advertising to the public 
portance and value of a good cr t ord and 
established would eventually lead us to a much 


the traiming o iit € nplo ees lection percentage 


SUMMARY 


Credit Bureau 
Management Executives Managers 


; Per Per Per Per 
Most Important Credit Problems Total Cent Total Cent Total Cent Total Cent 


ever Credit Schools which are sponsored by wide-awake 


Retail Credit Associations are plaving an important part in 





Tendency to build sales at expense 

of sound credit : 9. 23.9 22.6 : 20.3 
More intensive credit sales 

promotion ' 25.! § 21. 2.¢ ‘ 20.3 
Greater concentration on 

collections 

Proper training of credit 

personnel 

Give more attention to individual 

analysis and selection of risks : 5. 10.0 

Consumer education of credit 

requirements 2.¢ } 8.5 , 9, : 9.8 
Reduction in credit office operat- 

ing expenses ‘ * : 7.0 , 5. c 6.8 


Total ; 100.0 : 100.0 }»=6 100.0 3: 100.0 
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The Current Trend 
Of Credit Thought 
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promotion—There is no doubt that 
likely to be 
Sales pro 


More intensive sales 
accounts in a current condition are much more 
used Delinquent don't charge 


motion would be much more productive if all our accounts 


accounts just 


were up to date 

Reduction in credit othce expense—The result here is obvious 
delinquent Consumer 
education would bring these down to a minimum 


It costs money to collect accounts 
The tendency to build sales at the expense of sound credit— 
Properly educated would, in the majority of 
cases, ignore the advertising of such terms They 
know that it is not to their advantage to load up on no 
down payment items 


consumers 
would 


Phe training of personnel is a problem for each individual 
credit man to solve There is too much time and money 
various associations in training credit othce per 
sonnel when they should be educating the consumer We 
should train our own people the way we want them trained 


Fred Hesse, Lipman Wolfe & Co., Portland, Ore 
x~* * 


spent by 


The merchant in the Northwest, in the year 1950, 
will be affected greatly by farm income. For the 
past ten years our farmers and ranchers have experi- 
enced an unprecedented era of prosperity; good crops 
at good prices. The rewards were so great that 
many ignored precaution and invested heavily in new 
acreage and new machinery, gambling heavily on 
future income. Our drought of 1949 caught many 
in a vicious web of land payments, machinery pay- 
ments, and heavy operating expense, plus a slightly 
lower market in which to sell what they did produce. 
Another dry year will elim'nate entirely the poorer 
farmer and the optimist. Since our economy is de- 
pendent directly or indirectly on agricultural condi- 
tions, our greatest problem is obvious. A good credit 
risk for the past several years is now a question 
mark.—John A. Jay, H. Earl Clack Co., Havre, 
Mont. 

x * 


Decrease in collections 


1. Indications are for an increase it nemployment resulting 


in mereased accounts receivables 
b. Risks must be carefully selected and the collection depart 
ments must be strengthened to allow for a more aggressive 
follow-up on slow counts and quicker spotting of 
overiimit) bu 


More intensive 


a. Merchants are overstocked on merchandise 
a figure higher than the revailin 
matically 


rchased at 
x cost which will auto 


result in lower refits and 


| possibly increased 


charge-offs 
Reduction in credit oft 
1. Sales fo 195 ma equi 
this prediction is true there 
overhead better trained 
The tendency, nationwide, t 
sound credit 
1. Statistics have proved that the credit 
than a cash 


p rchaser buvs 
freely with the result thar 
many dealers tend to build sales at the expense of sound 


credit—an evil that should be 


more | haser 


corrected 
\ liberal credit poli intelligently handled, can 
for added sales and 
Proper t 


a. Intensive tr 


profits 


ining of credit personne 


lining program—emplo yromote this by 
study classes 
b. Training as to p 1o increases sales volume 


Consumer education 

1 PAY PROMPTLY CAMPAIGN which convevs to the 
consume public the value and advantages of a good 

credit rating 

make terms known 


Midgorden 


lowa 


Importance on the part of frm to 


Educate customers not to overbuy 


Des Moines Reqister & 


Jeanette 
Tribune, Des Moines 


A few of the most important retail credit prob- 
lems confronting credit executives for 1950 would be: 
1. To develop methods for increasing productivity of 

personnel so the expenses will not continue in the 

same proportion to activity of charge sales as they 
have during this past year. 

To use super-judgment in credit granting to get 

all possible business, and at the same time avoid 

serious damage resulting from the changing eco- 
nomic conditions. 

To _investigate-invest-and-collect 

Stedehouder, 

> G 


wisely —J. P. 
Lansburgh & Bro., Washington, 


x** 

1950 brings us to another decade, into a new half century 
one that can mean much to the advance of constructive credit 
We will do well to evaluate, in 
that sound credit practices have 


reflection, the contributions 


made in the general econom 


of this country, and to the happiness and well-being of its 


people It is ovr responsibility as credit executives, and in 


sur associations, to carry on in the building of 
credit 

alert to the 
striving to better 


progressive 


constructive and ethical policies In accepting this 


challenge we must be changing conditions, to be 


continuously inform and equip ourselves 
order that we can best through the 


Midwest Oj} Ce 


serve our communities 
represent K \ 
Minn 


firms “ 


Minneapolis 


Steenson 


x** * 

The slowing down of collections on both open 
accounts and budgeted accounts demands systematic 
follow-up methods and constant vigilance over re- 
ceivables. The increased demand for credit accounts 
will also require well-trained credit executives if we 
are to take advantage of credit selling. The impor- 
tance of this fact cannot be overemphasized. Tact- 
ful methods of obtaining desired credit information 
and the diplomatic handling of rejections are indis- 
pensable. Credit seekers are quite often sensitive 
about credit matters and are easily provoked. This 
makes it doubly important that they be interviewed 
by well-trained people capable of creating good will 
and store prestige. A well-treated potential customer 
can be a real asset, whereas a mistreated one is al- 
ways a liability—G. Palmer Swenson, Samuelson 
Motor Co., Port Angeles, Wash 

x~*rk 
\dherence to <o credit poli in opening new 
collections and avoidance 
books 


I think it ll be necessary to do » inten 


close adherence to rms in 
extension of credit to accounts m on the 
tmost importance 


sive credit sales promotion It most effective means of 
be checked 


department a ‘place 


Thompson, Normar 


stimulating business, the results of which can 


ither ettectively ind gives the credit 
in the sun n the organization (slad 
Cassidy, Des Moines, lowa 
* * * 
During 1950, the emphasis will be on sales of any 
kind in order to maintain volume; costs will still be 
high; good employees hard to get; living expenses 
will still remain high, which will result in a tendency 
to curtail personal purchases to the lowest possible 
amount. When this urge is multiplied by several 
hundred thousand in a given city, the stores are 
bound to feel it. Most managements have learned by 
now that they cannot give away credit or become 
too loose with terms.—Frederick W. Walter, The 
Bailey Co., Cleveland, Ohio 
-s 
One of the 0 important problems of 
sound With the 
, 


goods, competition is keen for the nsumer dollar and there is 


today is t 
credit or tomorrow abundant consumer 
1 tendency to out-term our competitors Let us keep credit 
dividends.—Carroll D 


Cineinnan, OF 


on a sound basis and it will pay 

Vhisler, The Mable ind Car Co 
* * * 

The number one credit problem for 1950 will be 

the tendency to build sales at the expense of sound 

credit. The actuality of this problem has become 
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evident and its intensity will doubtless increase with 
every downturn of sales. The size of this problem 
is magnified when we examine it and find that it em- 
phasizes most of the other problems which we face. 
For instance, an increase in this problem will make 
more difficult our task of training personnel, reducing 
office costs, and maintaining acceptable collection 
ratio—R. L. Wynn, Jr., Rich's, Atlanta, Ga. 

x ** 
Decrease in collections, which we are all experiencing, but 
with different groups, labor, building and material men 
manufacturing, and so forth, due to shortage of employment 
collection percentages are reduced more in those sections 
More intensive sales promotion. This is something for which 
| have had arguments pro and con for some time. In a 
good many places sales promotion comes from the advertising 
or merchandising manager and I think it is fine, but it 
requires, of course, a good deal of work in credit depart 
ments. However, I find that we try to process and write 
only those accounts that we particularly invite back again 
the others will be individually handled on their merits 
Reduction in credit othce operating costs. With the de 
crease in collections percentages, together with more in 
tensive work on sales promotion, there is naturally going to 
be an increase in the cost of credit operation, unless there is 
a kickback on the sales promotion end, by the advertising 
department I do not see how vou can reduce the expense 
and have your collection and sales promotion in addition to 
your regular expense of operating costs 
A tendency to build sales at the expense of sound credit 
his is something that has to be handled in a different 
manner in different sections. Sound credit to me means that 
applicants, either sales promotion or not, be screened through 
the credit bureau, though it means spending a dollar or two 
on each one, which is better than having to spend a much 
greater amount in collecting or losses 
Proper training credi personnel is something that we are 
all familiar with. It should be borne in mind that your new 
personnel are not going to be any better than the training 
vou give them, and the procedure that you put out for them 
to follow should not be burdensome but thorough They 
should be trained in every phase of the credit work of the 
firm for which they are emploved, and rotated in othce duties 
occasionally to better or broaden their knowledge 
Consumer education, | think is something we all work on 
mavbe unknown to us at the time, but still educating the 
consumer to pay his bills promptly, not to seek more credit 
than they can handle, and to contact the credit othces if they 
need an extension rather than wait to be contacted, also to 
teach the general public that we have a local, State, and 
National organization, and their manner of payment ts 
something that is probably already on file and should be 
protected in order for them to have the use of broader 
consumer credit.—J. W. Waddle, G. A,’ Stowers Furniture 
Co., Houston, Texas 

x** * 
With sales generally dropping throughout the 
country, it is only natural for stores to seek ways and 
means to increase volume. It has already been ap- 
parent locally, and I know it is true in other cities, 
that credit is being exploited for the sake of volume, 
and at the expense of sound credit. I believe the 
greatest contribution credit executives can make is 
to combat such a tendency with a constructive and 
sound credit policy—Leland S. Somers, McCurdy’s, 
Rochester, N. 


Opinions of Bureau Managers 


The credit granter’s chief problem in 1950 is this: All indi 
cations are that sales will decline unless aggressive merchandis 
ing and strong sales stimuli are used Full plav of the buy 
now and pay later sales inducer will be the rule of the dav 
The credit sales manager must not block the volume thus 
created but he dare not allow his collection or bad debt ratio to 
get out of hand. His best ally in this can and should be the 
customer himself It all lies in how effectively a community 
educates its citizens to buy wisely and pay as agreed. In this, 
the granter must work in a centralized effort to teach the 
public the advantages and pitfalls of credit Ample means are 
available; news stories, public appearances, paid ads, radio 
time, school cooperation will get the job done By working to- 
gether toward this end, granters in every field will be able 
to minimize their turndowns and soundly accept the business 
that aggressive management is pulling into the store or ofhce 
—Chapin S. Carnes, Credit Bureau of Albuquerque, Albu 
querque, N. M 
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We should be optimistic about the future and pes- 
simistic about the past. Let us consider the present 
as normal. To a great extent, 1950 will be what we 
make it. An important challenge to retail credit de- 
partments in 1950 is to increase retail sales through 
expansion of profitable credit sales. Nearly every 
concern is desirous of increasing their business and 
one of the best avenues is through credit sales. 
There will be a better collection policy in order to 
keep past-due accounts receivable in line with sales. 
—Harry P. Earl, Credit Bureau of Salt Lake City, 
Salt Lake City, Utah. 

x * 

In my opinion, the greatest job we will have in 1950 is to 
make sure that evervone dealing in credit understands credit 
requirements. A survey conducted in our area showed mis 
understanding concerning open and lease accounts. The survey 
also showed that customers expected to use credit to the fullest 
extent to weather the financial storm of unemplovment.—B. D 
Gardner, Credit Bureau of Hornell, Hornell, N 

x** * 

Business during 1949, in the final analysis, re- 
sumed its orderly course, and adjusted itself to condi- 
tions as brought about by the law of supply and 
demand, or in its higher phase, the American way of 
life. 1950 appears on the horizon as 12 months of 
greater opportunity than the year just closed. Credit 

as come into its own and is now being accepted as 

a part of the American way of life. A_ credit 

economy would be the best term applicable to the 

period in which we are now living. Credit should 
not be wasted and extended without proper consider- 
ation and this should be the responsibility of credit 
management. This should be done for the well-being 

of one’s own business and for the future status of 

credit customers. Nothing should be done that 

would tear down the high regard and attitude our 

American people have for their obligations. 1950 is 

a year of great opportunity. May we not become 

confused in reaching out after dollars today, that 

tomorrow may be of a different value, or accepting 
independence today without regard as to what re- 

— may be a necessary acceptance tomorrow.— 

J. Kruse, Credit Bureau of St. Louis, St. Louis. 
Mo 
x~* * 


We think the greatest problem confronting credit extension 


in 1950 will be caused by the preponderance of 
handling credit extension In our area 80 per cent of those 
handling credit in stores have had no experience 


" 
new people 


prior to the 
war in credit lines. During the vears of their experience thes 
could grant credit to almost anvone and be reasonably sure of 
getting their money Many of them are still of the opinion 
that credit can be extended safely without proper interviews, 
proper applications and proper bureau reports As bureau 
people, we have to accept the responsibility, through our credit 
bureaus, credit institute programs and through credit associ 
ation channels, of educating these new credit people to the 
pitfalls and booby traps that await them as our credit road 
gets rougher as it surely will These new credit granters are 
tar more critical of our credit service than are the old-timers 
which is a good thing, in that it puts us on our mettle to not 
only please them, but also to package our service for them in 
such a manner that they will find it easier and simpler to 
open and contro! accounts through time-tried and proved 
methods rather than by the ‘eveball method Until the majority 
of these postwar credit granters will go along with the ‘old 
timers’ in ‘looking before they leap’ in the extension of new 
credit, the most carefully extended line of credit of one store 
will be ruined by ill-advised, poorly investigated credit sales 
of this newer group of credit people who are still willing to 
sell on credit without proper new account analysis or without 
the safeguard of credit cooperation with other credit extenders 

Francis W. Smith, Salem Retail Credit Bureau, Salem, Ore 

x* * * 

It is becoming increasingly evident that certain 
lines of retailing, particularly those engaged in the 
appliance and automobile fields, are attempting to 
build volume by means of competition in credit 
terms. In our section, we find numerous firms ad- 
vertising merchandise such as television sets, refrig- 
erators, etc., with no payment down and what is 
known as a “quarter meter plan.” If this procedure 
was confined to a few stores, it would not be too 
serious. However, in order to meet competition of 
this kind, it has been necessary for the large depart- 
ment stores and other establishments, who have al- 


(Turn to “‘Problems,’’ page 31.) 
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Legislative Committee Meeti 
| 
egisiative Committee Meeting 
Coincident with the meeting of District 12 in Wash- 
ington, D. C., February 12-14, 1950, of the Association, 
the Legislative Committee met during the greater part 
of February 12 and among other matters considered 
authorized the following release to the daily newspapers, 
trade publications and financial journals: 


The Legislative Committee of the National Retail Credit 
Association, representing some 26,000 members (such as retail 
stores, banks utility companies, finance and loan companies, and 
the like), vesterday noted the results of a survey among, and 
many complaints emanating from, merchants, jewelers and 
furriers concerning failure to reduce excise taxes immediately 
These reports are to the effect that after the President had 
called upon Congress to give relief to business in the form of 
reductions of Excise Tax, there had been a definite decline in 
the sale of goods to which such taxes particularly applied, such 
as jewelry and furs, due to the fact that the consuming public 
has been awaiting such tax reductions before making purchases 
of such merchandise 

The Committee, meeting at the Hotel Statler, Washington 
D. C., February 12, 1950, further noted that failure of Congress 
to act immediately on this matter has resulted in a chain re 
action of unemployment in such merchandising establishments 
flowing from the failure of the public to make its usual normal 
purchases of such merchandise 

\ RESOLUTION was passed by the Committee to the 
following effect: RESOLVED: that the National Retail Credit 
Association, acting through its Legislative Committee, now calls 
upon Congress and the Administration to af once pass a law 
eliminating the War-Time Excise Taxes on jewelry, furs 
luggage, cosmetics and other similar items; railroad, Pullman 
and plane transportation, and telephone and telegraph com 
munications 

The membership of the Committee who attended this meet 
ing consisted of Clarence | Wolfinger, Lit Brothers, Phila 
delphia, Chairman; Joseph A. White, Harris Stores Company 
Pittsburgh, Co-Chairman; J. K. Althaus, Manager, Associated 
Retail Credit Men, Washington, D. C.; S$. E. Collegeman, §$ 
Kann Sons Company, Washington, D. C.; R. M. Severa 
Manager, Credit Bureau of Greater New York, New York, N 
Y.: J. P. Stedehouder, Lansburgh & Bro., Washington, D. ¢ 
L. S. Crowder, General Manager-Treasurer, National Retail 
Credit Association, St. Louis, Missouri; and R. T. Schatz 
Spokane, Washington, President, N.RCLA 

The Committee unanimously adopted a Resolution to con 
tinue advocacy of sound credit policies but believed it unwise 
for anv action to be taken by the Administration which might 
bring about a return of the consumer credit controls formerly 
exercised bw it under Regulation W of the Federal Reserve 
Board.’ 


Harry P. Earl, Salt Lake City, President, and Harold 
A. Wallace. St. Louis, Executive Vice-President, respec 
tively, Associated Credit Bureaus of America, also at 
tended this meeting as guests. 

In addition to the excise tax and sound credit control 
matters acted upon as above described, the Committee 
also considered questions relating to proposals that have 
been made in Congress in the past to amend Chapter 13 
of the Federal Bankruptcy Act; a questionnaire that has 
been received from the Secretary of Commerce directed 


Counsel, National Retail Credit Association, Washingtom; D, 


~ 


; 4 
«* P 


toward obtaining closer coordination between business 
and government in the field of trade practice relation 
ships; prohibiting the use of the N.R.C.A. emblem, 
shield and use of the slogan “Guard Your Credit as a 
Sacred Trust,” by nonmembers: and the matter of re 
introduction in Congress of a bill which would authorize 
the garnishment of wages and salaries of Federal em 
ployees. It was decided in connection with the last 
named program that information would be gathered by 
the executive officers of the Association relative to glaring 
and aggravated cases that have developed in different dis 
tricts of the country showing the need for such legislation 

Sen. Joseph C. O'Mahoney of Wyoming has intro 
luced a bill to set up a nationwide system of capital 
banks that would furnish money to small business organi 
zations. It is distinguished from one already introduced 
by Sen. Scott Lucas, who had proposed enlarging and 
liberalizing the business-lending powers of the RFC; in 
that under the O'Mahoney bill the small-business banks 
would be financed and largely managed by private enter- 
prise, and would pay no taxes on their earnings for 15 
vears (although dividends to stockholders would be tax 
able individually). It calls for setting up 36 banks 
located in each city that has a Federal Reserve Bank or 
a branch of the same, and as soon as any one of these 
banks has raised a million dollars capital it is to start 
making loans to “small and independent’ business, or 
purchasing the securities of same The definition of a 
‘small and independent” business would be issued by the 
Federal Reserve Board, with the advice of the Secretary 
of Commerce. 


Stimulant for Small Business 


The Pentagon has forwarded a special report to the 
President in which it claims that 27 per cent of the 5.5 
billion dollars worth of military orders awarded last year 
went to small business and in which it is pointed out 
that in order to eliminate some difficulties experienced by 
these businesses in obtaining contract information, a spe- 
cial Procurement Information Center has been formed 
in the Defense Department headed by a small business 
specialist, D’Alton B. Myers. The Defense Department 
has further named 170 “small business liaison officials” 
in military buving centers throughout the country, a list 
of whom can be obtained from Mr. Myers’ office. It is 
believed that by inquiring of these sources businessmen 
can rapidly determine with whom they should deal in 
the various defense buying agencies throughout the 
country, and with what procedures it will be necessary 
for them to comply in order to obtain contracts. *** 
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Bres ligating 


nh rviewing 


What They Are Doing About Credit Sales Promotion 


HENEVER credit executives get together, the 
subject of credit sales promotion is sure to be 
mentioned. Here are some more opinions from members 
This completes the replies to our recent questionnaire 
However, we think the subject is worthy of further com 
ment and we cordially invite contributions from members 
in other lines who may have some new and interesting 
angles on this vital matter. 
Please write and tell us of your experiences with 


developing credit business. 


Omaha, Nebraska ! 


We have put on a newspaper campaign suggesting 
the use of a Charga-plate on charge purchases and also 
run a credit application blank in our advertisement 
gesting the customer fill it in and mail it to us so 
we may arrange an account for them. While this is not 
new in the field of credit, it is new with us, since | 
have not tried it in the past because I was under the 
impression that we would receive many applications 
which it would be necessary for us to turn down and 
thereby greatly increase the number of rejections. I an 
happy to tell you that our experience in the past Tew 
We have opened a 


counts with very rel 3 persons ind the rejections have 


months has been just * reverse 


been approximately one-fourth of what we had antici 
pated and we plan to continue this practice at least until 
the first of the vear to obtain the largest number of ac 


counts during the next two months. 


Va \ 
Attention Please 


THE CREDIT CLINIC has been named one 
of the most useful and popular features of The 
CREDIT WORLD. We would like to run it in 
every issue—but, and this is important, we can- 
not do so unless we have cooperation from you. 

Here is a profitable and valuable clearing- 
house for improved methods and procedures in 
all phases of credit operations. Let us make it 
really lively and helpful. Send in your ques- 
tions and your problems. Tell us of your bet- 
ter way of doing things. Share that brilliant 
inspiration with the craft. Unless our mem- 
bers cooperate, The Credit Clinic will be dis- 
continued. Do your part! We will be eager 


for your contribution. 
Vee enna ef 
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The present system which we use to appeal to our 
inactive accounts in a series of five different steps begins 
with three letters of important merchandise appeals. On 
the sixth step of reactivating accounts which have not 
been activated through our other eftorts they are called 
on the telephone to inquire as to the reason why they 
have not used their account. Information is noted on 
the account that enables us to handle the account in the 
future. It also gives us an idea as to any unsatisfactory 
service which has occurred and which we have no record 
of. Then tollowing this telephone call is a letter which 
gives an ideal personal touch to the customer's relation 


to the store. 


Birmingham, Alabama 


We have a continuous new account solicitation 
We solicit all newcomers where credit report 
is favorable. These names are obtained trom the bulletin 
published by the local credit association. 
W e ilso attempt to secure new accounts Dy 
promotion to our cash customers throughout the state « 
Alabama. 


bank checks, tendered at time of cash sale. They are 


These names and addresses are obtained tron 


checked against our charge account list and those that 
do not have an account receive a letter thanking then 
for the purchases ind ird s enclosed tor their 
signature if they wish to open an account 


\bout hitteen years ay we tried the persona 


tat 


tation method of obtaining charge accounts and it 
] 


very successtul i 


However \ wr? used this met 


since that time 


We are now in the process of tryin reactivate 


some 
wcounts which have not been in use during the past 
four months. We have a continuous inactive account 
promotion which is handled by dire ail prepared b 
i local concern Approximately every tour months we 
strip our ledgers of the inactive accounts and go throug! 
the process of writing some torm of We Have Missed 
You’ letter 


Philadelphia, Pennsylvania 
We are at the present time engaged in a New Ac 


count Solicitation activity which has proved most success 
tul to us 1 he pro 


This plan 


We put on two campaigns a year 
motion is “Employee Solicitation Campaign 

of course ts very similar to those ised by stores through 
out the country, but we did do a very good job of 


organizing the two campaigns had during the vear 





Because of this preparation the program pretty well 
carries through for the balance of the year. Employees 
are paid twenty-five cents for each accepted application. 
During the campaign in addition to this, there are a 
series of large prizes which are distributed to those 
Quotas are set for each 
divisional floor superintendent who in turn breaks his 


employees doing the best job. 


quota up among his various divisions The divisional 


floor superintendent is also paid on basis of the amount 
he exceeds his quota. 

At the present time we are not doing any door-to-door 
At one time we did, but feel 


that our employee solicitation efforts are more worth 


personal solicitation work. 


while. As soon as an account becomes three months in 
active, we send an inactive account solicitation letter. 
A follow-up letter is sent the following month. 

In addition to the above we run approximately three 
or four newspaper ads each month which have credit 
applications tor the customers to fill 


Indianapolis, Indiana 


Major portion of our promotional activity is 


centered around new accounts secured by invitation 
through our Section Managers on the special application 
blank enclosed. The information is then transferred t 

] 


our regular cycle file form. This method has mons 


very satistactory is most of the Section Managers show 
good judgment in extending the invitation. 

Use of Newcomer Service.” These representatives 
call on all newcomers to Indianapolis and names are 
secured through public utilities 

Newspaper clippings extending an account to executives 
moving Indianapolis. 

Cont at iarge industrial firms moving to the city 
through their Public Relations men, adding many new 
wcounts 

Write letter ge cash purchasers. This serves 
i twotold purpose; otters an account and thanks then 
for the cash spent as many times they feel they have been 
( verlooked 

Write letters to paid-out Deferred Customers whose 
accounts have been taken care of satisfactorily This 
same procedure is followed on many accounts where pay 
ments are promptly and still have two ofr three 
payments * made 


Constantly check Club and Professional lists, contact 
ing those who do not have an account. Most of this 
work is done telephone. 
to members of our Hosiery Club who 
do not have iccount 

‘hecl Shopping Service Department and extend 
wcounts 


COD 


frequent users, as well as those buving or 


In spot checking fron 1 to time we find that 
most of our inactivity is caused by people leaving the 
city, deceased, married, etc. In case of married persons 
we do follow through it they do not call at our office in 


three weeks 





To do more business profitably, and to help 
locate “lost customers,” always take a com- 
plete credit application from all new accounts 
and check these through your Credit Bureau. 











Credit Manual of Commercial Laws (National 
Association of Credit Men, One Park Ave., New York 
16, N. Y., 784 pages, $10.00.) The 41st annual revision 
ot this business book presents a large number of new 
laws and amendments to present statutes which deal with 
commercial transactions. It presents four new laws regu- 
lating the assignment of accounts receivable, amendments 
and new laws on other important subjects, such as com 
munity property, bulk sales, mechanics’ liens, assumed 
names, factors’ liens, bad checks, commercial crimes, and 
As usual, the 1950 
edition contains a summary of state laws on such subjects 


competency of parties to a contract 


as rights of married women, sales and use taxes, state 
fair trade acts, secured credits, such as conditional sales, 
chattel mortgages, assignments of accounts receivable, 
While this book is designed especially 
for the use of financial and credit executives, it might 
well be in the library of every corporate officer 
Wy 

1949 Guide to Government Information on 
Retailing (Superintendent of Documents, Washington 
25, D. C., 38 pages, 15 cents.) 


and factors’ liens. 


Retailers and others 
engaged in distribution who wish to take advantage of the 
various torms of assistance available to them from the 
Federal Government agencies will helped by this new 
publication issued by the Department of Commerce 
Fach publication listed under the head of the Govern 
ment agency producing it and also is indexed by type 
ot business and Dy the operationa subject with which it 
deals. Some of the subje ire: accounting, advertising 
credit displ is, financing, merchandising personnel train 


ng, and many others 


Using Consumer Credit ( National Education 
sociation, 1201 Sixteenth Street, N \W W ishington 6 


( 108 pages 35 cents ywublication is one of 


t consumer educ ition studie the Nati nal Associ 
ition of Secondarv-School Principals, a department of the 
N.ELA ind has been prepared tor use in secondary 
schools It is intended help voung people to become 
more intelligent more eftective and more conscientious 
consumers in the economic system in which they live. 
2 

The American Canon Abingdon Press, 810 
Broadway, Nashville, Tenn., 126 pages, $1.50.) This 
book, by Dr. Daniel L. Marsh, President, Boston Uni 
versity, contains the seven writings that all Americans aC 
cept as the undisputed creed or the “Bible” of American 
Patriotism, such as the Declaration of Independence, The 
Constitution The Star Spangled Banner, etc Every 
member of our Association should own this book. Dr. 
Marsh's inspiring address on this subject, which he de 
livered at our Boston Conference last June, was included 
in the November, 1949, and December, 1949, issues of 
The Crepir Wor-p 
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Come to Miami! 


LANS to make the 28th annual Southern Credit 
Conference, scheduled to be held in Miami, April 
23-26, 1950, the greatest district meeting in National 


Retail Credit Association history are well under way. 


A cordial invitation to all members of the National 
Retail Credit Association, the Associated Credit Bureaus 
of America, and the Credit Women’s Breakfast Clubs 
of North attend the is extended, 
regardless of state or district. 


America to sessions 

Committees have been busily employed for months on 
arrangements to make the conference the most instructive 
and the most entertaining ever held. Speakers of promi 
nence throughout the South and recognized as authorities 
on the subjects they have been asked to discuss have been 
invited. 


Miami's most popular and most centrally 
located hotels, the Columbus and the McAllister, have 
Both are 
Bayfront 


will be 


Two of 
been chosen as convention headquarters. with 
the 
business 


walking distance of city's Park 
the held. 
The hotels are on Biscayne Boulevard and front Biscayne 
Bay. The auditorium is within a stone's throw of the bay 
“Our 


convention, 


in easy 


auditorium, where 


sessions 


Goals for 1950” will be the theme of the 


The convention will get under way with an informal 
April 23, Hotel root. In 


erences held 


reception Sunday, Columbus 


formal business will be throughout 


con 


the day. 


4 


Those attending the Southern Credit Conference in 
April will find much to interest them. Early comers 
can get in on the Metropolitan Miami Fishing tourna 
ment, which annually has around 650,000 entrants. The 
fishing tournament will be in progress through April 16. 

General auditorium 
trom 10 a.m. to 12:15 p.m., daily and group sessions for 


assemblies will be held in the 


panel discussions of problems affecting specific types of 


businesses will be held in the afternoons. 


Miami entertains about 3,000,000 visitors a vear and 


an average of 100 conventions annually. It is renowned 


for its hospitality and friendliness. Conveniences for the 


care and entertainment of visitors are unexcelled Its 


hotels are the best in the nation and its transportation 


tacilities compare favorably with those in cities of similar 


size. 


Housing and other living costs are lowe1 the 


during 


spring and summer months than they are during the fall 


and winter. Hotel rates obtained for the cx 


nterence are 


$4.00 to $7 OU tor single rooms and $6.00 to $10.00 for 


doubles. Suites for two persons, consisting of a bedroom 


ind parlor, are trom $16.00 to $20.00 a day. Suites for 


four persons, consisting of two bedrooms and a parlor 


\leals ranve tron 


ire $30.00 and $35.00 iround 50 
cents upward. 


your hotel 


Miami Retail Credit 
Florida Your 


participation in all 


You can make reservation through Ruth 


P.O. Box 830 


S10.00 reservation § tee 


( oates, 
Miami 


you of 


Assoc lation 
insures 
ke 


conference tuncttons 


twelve issues. 


* 


SHELL BUILDING 


CREDIT wor_Lp BINDERS 


THESE NEW BINDERS, which we have recently purchased 
for our Members, are the pamphlet type with stiff blue 
fabrikoid covered sides and the words "The CREDIT WORLD” 
lettered in gold on the backbone. 
There is an individual wire for each 
issue which can be easily inserted. Every member should 
have one of these Binders for each volume or each year. 


THESE BINDERS may be kept on your desk or in your 
bookcase for ready reference. When you have this Binder 
at your finger tips you do not have to fumble around for 
your CREDIT WORLD for last November. 
with all the other current copies. 
while you have your issues for 1949 still available. 


ONLY $2.50 POsTPAID 


* 


NATIONAL RETAIL CREDIT ASSOCIATION 


Each Binder will hold 


It will be there 
Order one today 


* 


ST. LOUIS 3, MO. 
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National Retail Credit Association 
Members: Associated Credit Bureaus of America 
Credit Women’s Breakfast Clubs of North America 


You are cordially invited to attend our 
SOUTHERN CREDIT CONFERENCE 


IN MIAMI, APRIL 23-26 


We have arranged a most instructive and interesting conference program for you. 
Noted Southern speakers will address you on problems of prime interest. Miami is 
world-famed for its hospitality and entertainment and we can assure you a most en- 
joyable and memorable visit. You will find your every leisure moment pleasurable 
from the opening reception to the conclusion of the Havana, and Nassau tours. 


Plan 
To Come Early 
and 
Stay Late 


The McAllister a The Columbus 


Miami Retail Credit Association 


Your hotel reservation will be arranged on receipt of your $10.00 registration fee. 
The fee covers the usual conference and entertainment expenses. Please mail im- 
mediately to Ruth Coates, Miami Retail Credit Association, P. O. Box 830, Miami 5, 
Florida. 
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C. B. FLEMINGTON . . Canadian Correspondent 


( Ghanting Credit in Canada *) 





Cooperation for Mutual Protection 


C. B. FLEMINGTON, Manager, Credit Bureau of Toronto, Toronto, Ontario, Canada 


HROUGH ACCESS to intormative circles, it has 

been learned that a credit bureau cannot in any 
sense be considered as a recent innovation. As far back 
as 1803, the need for co-operation was felt, which re- 
sulted in the formation of the Mutual Communication 
Society of London, England. This bureau is still in 
operation, having provided almost a century and a halt 
of continuous service to its members. The first bureau 
established on this continent was in Brooklyn, New York, 
in 1869, followed by one in New York City in 1872 
and in Baltimore, Maryland, 1882. The need for a 
reliable medium through which the paying habits of 
individuals could be provided for the protection of the 
retail stores became so apparent that approximately 50 
other bureaus were established prior to the year 1900. 
These were for the most part privately owned and in 
dependent, and as suc h were limited in value, due to 
lack of uniformity in operation and the degree of co 
operation extended by other individual members 

The first merger of credit bureaus took place in 1906 
when those participating became unified in thought and 
action through the National Association of Mercantile 
Agencies. In 1921 the National Retail Credit Associ- 
ation came into being and is recognized as the parent 
organization tor all consumer credit activities both re 
porting and collecting. 

The trend of bureau operation would appear to have 
been from privately owned to merchant owned, and a 
recent survey shows 14 per cent only independent, where 
as 78 per cent are owned and operated by local mer 
chants’ organizations and 8 per cent by Trade Associ 
ations, so that 86 per cent are truly co-operative in both 
ownership and management. 

Co-operation is the keystone to credit interchange and 
its success depends upon this factor. Members report to 
the Bureau the identity of their customers. 

Each member has a wealth of information which if 
pooled for the benefit of all, goes a long way toward 
reducing bad debt losses, repossessions, collection costs 
keeping purchases within the capacity to pay and raising 
the paying standard of the people. 

The question is often asked, “Why should I as a 
merchant furnish information for the benefit of my 
competitors ?”’ 

If I report satisfactory experience, | may lose sales to 
another who perhaps through lack of information would 
refuse and | would get the business. 

Analyze—Why is customer applying elsewhere? You 
may not stock articles required, better quality, cheaper 
price, longer terms; all these factors enter into the 
situation, 

Customer's goodwill cannot be retained by endeavour 
ing to prevent buying elsewhere. Make your store at- 


tractive, show courtesy and appreciation of patronage, 
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keep terms within the capacity to pay, understand your 
customer and have all contracts clearly defined. Credit 
is seldom refused through lack of information alone 

If you report your experience as unsatisfactory, and the 
other merchant extends credit regardless, it may leave 
some surplus cash by which the debtor may be able to 
improve his position with you 

Keep faith with your customer it he gives your name 
as a reference, report the details when requested and give 
proper appraisal. 

The main tssue, however Is that through co-operation 
with other Credit Granters, you give on one hand and 
receive as many as there are members. The accumulated 
information should be many times your individual 
contribution. 

In a recent United States survey, it was found that 
bad debt losses among merchants who were not members 
of a credit bureau, and those who made use ot its service, 
were in varying classifications between two and four 
times as great. The added incentive to pay is inc reased 
through the knowledge that an unsatisfactory record with 
one merchant may be made available to ll 

Surveys have also been made in centres with and with 
out credit bureau services, and it has been found that 
collection percentages in the tormer are invariably trom 
ten to thirty per cent higher 


Credit Bureau Are: 


Principal Functions of a 


1. To provide information as to consumer credit appli 
cations either verbal or written. 

As exemplified by trade record. 

b. As gathered from outside sources 

2. Providing of automatic signal service as to changes 
in customers’ circumstances. 

3. s| racing lost debtors. 

4+. Collecting delinquent accounts. 

5. Maintaining central files and conducting discussion 
groups tor members in specific classification. 

Issuance weekly and monthly bulletins including items 

an educational or cautionary nature. 

To encourage uniformity of thought and action be- 
tween merchants relative to down-payments, terms, etc. 
8. ‘To provide a bureau membership card which when 
hung in a conspicuous place is warning that the store 
has facilities for obtaining up-to-date information. 

9. To include in bureau files all clippings trom the 
public press relative to notices of nonresponsibility, police 
court items where disposition of the case has been made, 
and any other items which might prove of value 

10. Provision can be made whereby in the event that it 
is necessary to decline or postpone credit, the subject may 
be referred to the bureau where the interview is com 
pleted. This saves possible misunderstanding between 


store and customer. 





11. Arrangement can also be made for mutual discussions 
of customers’ affairs between members, thus assisting in 
rehabilitating or correcting an unsatisfactory condition. 
(This, of course, is subject to consent of both members. ) 
These benefits and many more prove as ample justification 
of the value of your credit bureau as an aid to the all 
important function of consumer credit extension. 

Remuneration to the bureau by its members is usually 
made on a meter rate basis or payment made for services 
rendered only per unit. An alternative is for the mem 
bers to pay a minimum charge per month or year based 
on estimated volume, but this principle is not considered 
generally satisfactory nor is it suggested as good 
procedure. 

The merchant has little cause to complain if he pays 
only tor report completed, successful locates, or commis 
sions on monies actually collected. Bureau income is 
usually subsidized by payment of an Annual Member- 
ship fee (with or without an initiation fee) which goes 
to help defray administration expenses. 

Your bureau should present the facts and leave the 
decision to you. You know your store policy. When a 
merchant becomes a credit bureau member, he is usually 
requested to furnish a complete list of all accounts on 
his books, giving as much identifying information as 
possible. This should include full name of husband and 
wife, employment of either or both, together with present 
and previous addresses. It should not be necessary to 
provide figures with the possible exception of an account 
written off to bad debts. New accounts should be 
reported daily or weekly as open, which could quite 
easily be done through forwarding a copy of your credit 
application to the bureau. It contains much information 
which may be of use to them later on. 

The bureau is primarily interested in knowing how the 
account stands when a direct enquiry has been received. 
Pencil figures are made on the docket and can be easily 
erased when a later revision is made. Completed trans- 
actions may be left on as they need no further revision. 

Three fundamentals should be carefully studied when 
considering an application for Consumer Credit. 
Character Willingness to pay. 

CAPACITS 


Capital—What assets are available when necessary to 


Ability to meet obligations. 


entorce payment. 
Value of Credit Bureaus 


The bureau should note carefully any evidence of a 
change in the debtor's circumstances such as slowing up 
in payment, etc., and those members interested should be 
advised. They should, in turn, report all items of a 
derogatory nature immediately for the benefit of all. 

The value which a credit bureau may have in any 
community is entirely dependent on the degree of co 
operation evidenced by its members. Each contributes 
tor the benefit of the whole. 

Credit Bureau service is not an expense, but an invest 
ment paving substantial returns. Through reduction of 
your bad debt losses, you should save many times the 
cost of your credit bureau service. 

There are now approximately seventy-five bureaus 
operating in Canada from coast to coast, and which ‘are 
affliated through what is known as the Associated Credit 
Bureaus of Canada. This is a nonprofit organization 
operating under a Federal Charter since 1937 and its 


purpose is to encourage unitormity in credit bureau pro- 
cedure and to ensure all members of the individual bureaus 
a nation-wide service, both in the matter of credit reports 
and collections. It forms a veritable chain of service 
from sea to sea and through regular meetings held, the 
pulse-beat of a nation is felt and acted upon by bureau 
managers in the best interests of the consumer credit 
granting fraternity. East gives to West, and West to 
East. 

Many bureaus organize local chapters of the Credit 
Granters’ Association of Canada where individuals inter- 
ested in Consumer Credit Extension meet at prescribed 
intervals to contribute and receive ideas relative to credit 
and collection procedure. One nation cannot progress 
to the detriment of another, because all true progress 
comes trom the heart. This Is also true of individuals 
and groups. 

As the merchant is to the bureau, so your bureau is to 
the Association. It contributes singly, but receives 
manyfold. 

“Co-operation for mutual protection” is a phrase which 
may accomplish all or little if applied. The result de 
pends entirely on the degree of co-operation given. 

The activities of this Association are mainly of an 
educational nature and much active support is extended 
to the Canadian Credit Institute which sponsors the de 
gree courses in credit work afforded through the Uni 
versity of ‘Toronto Extension. 

The chief aims are to raise the standards of credit 
reporting throughout the credit bureau structure, and to 
promote the interests of Consumer Credit Granting as it 
affects the retailer. It endeavours to interpret the re 
lationship between merchant and customer and encourages 
the sane extension of credit to deserving risks, thus assist 
ing the merchant in avoiding unnecessary bad debt losses. 

Through conferences, both National and Provincial, 
much is accomplished toward standardizing methods of 
operation and use of forms. Through a mutual inter 
change of ideas between bureat's, much is gained which 
serves to generate the policy of understanding and good- 
will. 

There are many problems to be solved by the Credit 
Bureaus of Canada pertaining both to the present and the 
future. Experience reflects only the path over which 
we have travelled, but with steadfast determination and 
the co-operation of not only the credit bureaus, but also 
the fifteen thousand merchants, finance companies, banks, 
and other granters of Consumer Credit, difficulties both 
present and those which may be encountered in the 
future, can be overcome. 

In the records of the members of the Associated Credit 
Bureaus of Canada are contained close to three million 
ratings, representative of the Canadian buying public. 

It is encouraging to note that a widespread interest 
is being taken across Canada through the various offices 
of the Chambers of Commerce and Boards of Trade 
relative to the sponsorship of credit bureaus in their 
respective areas, 

The progress of the Association since its inception 
in 1937 is one which indicates the value of its services 
and emphasizes its contribution to the credit report- 
ing profession, which, together with other reputable 
agencies is providing a service to the retailer serving 
the consumer. ane 
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General Business Conditions 
BUSINESS ACTIVITY has continued to hold up well and 


in several lines to expand during the first month of the vear 
The major sustaining influence continues to be the high level 
of consumer buving and the general feeling of optimism for the 
outlook during at least the first half of the year Some prices 
have dropped slightly and the responses of buvers to these price 
declines have been favorable As long as both public and busi 
ness psychology remains as good as it has been in recent weeks 
a high level of activity in general business will be maintained 
No significant indications have vet appeared which would point 
to any change in the near future 

he total volume of business is being held at about 3 per cent 
lower than it was during the first months of last vear It is 
being stimulated by the rising level of production in most lines 
of industry, with declines in some fields being more than offset 
by increases in others \ larger number of industries have 
become adjusted to more nearly normal markets than a vear 
ago, and inventories or stocks of goods on hand by manu 
facturers, retailers, and wholesalers have declined during the 
last vear They are being kept closely in line with current 
sales, and that fact constitutes another favorable indicator for 
the future 

During February conditions were somewhat more uniform 
than usually The most conspicuous variation is the continued 
lagging in the industrial areas south of the Great Lakes which 
were most adversely affected by the work stoppages last year 
in steel and by the reduced output of coal during recent months 
Most recent reports show improvements in these areas due 
mainly to the rapid rebound of the steel industry since the 
latter part of November 

Another area of below-average conditions is in the Pacifi 
Northwest and several districts in the northern part of the 
igricultural regions of the Middle West Most of these vari 
itions from the national average, however, are due to the high 
evel of activity in those districts last vear \s compared with 
other previous business conditions thev are still good 

Business continues to improve in the New England states and 
iround New York. Strong demand and high rates of output in 
many of the consumer goods industries account for this favor 
ible trend Total activity in this region is more closely related 
o current consumer buying of both durable and nondurable 
goods than it is in many othe parts of the country 


The favorable trends are also significant in the South 
especially in the eastern half, and in Florida The winter 
tourist trade has held up well this season, with total spending 
ibout as large as in previo t Industrial trends in that 
section are also favorable due the expansion in many 
branches of the textile industry ops and farm incomes have 
tlso been good 

\ctivity is also above the national a ige in the Southwest 
where a combination of industrial, agricultur and commercial 
tactors has been responsible for high lev tion and 
spending All these have been improving dt ly for several 
months 

In Canada, the volume of industry and trade has remained at 

t the same high level as has prevailed since the middle 
last vear, and total activity is holding close to the postwar 


ot a year ago Irends have been most favorable in 


istrial output, although agricultural income is being we 
maintained by the stable prices for the comparatively good 
crops of last vear Large consumer demand, as well as demand 
from abroad, is helping to sustain industrial production as 
well as trade This trend is likely to continue Busin 
Bu 1, La Salle Extension Universit Chicago, Ill 


Consumer Credit 


CONSUMER CREDIT outstanding reached 18,788 mil- 
lion dollars on December 31, 1949, representing an increase 
of 978 million during the month. This increase was at- 
tributable to a substantial rise in charge-account indebted- 
ness and a further expansion in instalment balances. Total 
consumer credit increased 2,469 million dollars or 15 per 
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cent during the year 1949. All major types showed an in- 
crease, but the instalment segment accounted for most of 
the gain. Instalment credit increased 473 million dollars 
during December to an estimated total of 10,912 million at 
the month-end. A large part of the rise occurred in non- 
automotive or “other” sale credit. Automobile sale credit 
originating at dealers rose moderately in December but 
outstanding balances increased 1,188 million dollars or about 
60 per cent during the year. The rate of expansion in 
instalment loans was slightly accelerated in Decembeér, as 
is customary, bringing the outstanding balances to 4,650 
million dollars at the year-end. The December rise in non- 
instalment credit was due largely to an unusually great 
increase in charge-account indebtedness. At the end of the 
year charge accounts receivable were above the correspond- 
ing date of 1948 for the first time since February.—Federal 
Reserve Board. 


Retail Furniture Report 
RETAIL FURNITURE store sales showed a sharp seasonal 


rise in December and were 3 per cent larger than in the 
orresponding month of the preceding vear Cash sales were 
nearly one and one-half times the November figure Less 
marked increases occurred during the month in both tvpes of 
credit transactions Instalment sales continued well above 
those of a vear earlier while cash and charge-account busi 
ness was about one-tenth below the vear-ago volume Instal 
ment accounts receivable increased 13 per cent during Decem 
ber to a vear-end figure 22 per larger than the amount 
carried on the books at the close o ‘ Collections on in 
stalment accounts rose moderately and the collection rat 
vased on December 1 accounts receivable, was 11 per cent 
the prevailing rate in the three preceding months \ vear 
earlier instalment indebtedness was being repaid at a sore 


vhat faster rate Inventories were reduced in December as ts 


customary in months of large sale volume At the end of the 
ear they amounted to less than three months’ supply at the 

rrent rate of sale or about 15 per cent below those of a vea 
earlier \ similar relationship has existed between 1948 and 


1949 inventories for about six months Federal Reserve Board 


Consumer Instalment Loans 


CONSUMER INSTALMENT loan balances of the prin- 
cipal types of lending institutions rose 2 per cent in De- 
cember to an estimated 3,708 million dollars by the end of 
1949. Monthly gains were reported by each type of lender, 
and on December 31 the total amount outstanding was 16 
per cent above the year-ago level. The volume of loans 
made during December showed an increase of 17 per cent 
from a month ago, and 18 per cent from a year earlier.— 
Federal Reserve Board 


Retail Instalment Credit at Furniture, 
Household Appliance, and Jewelry Stores 


INSTALMENT ACCOUNTS outstanding at furniture and 
household appliance stores increased in December at a some 
what faster rate than in other recent months Accounts of this 


pe outstanding at jewelry stores showed a considerable ex 
pansion as is customary during that month 


lebtedness at all 


Instalment in 
three types of outlet on December 31 was 
well above the amount carried at the end of 1948 Over the 
ear-period household appliance stores experienced the largest 
growth in outstanding 


instalment credit—32 per cent—while 
furniture stores ranked second with an increase of 25 per cent 


Jewelry store accounts receivable were ip only 7 per cent 
Instalment accounts of furniture and household appliance 
stores were collected at about the same rate in December as in 
the three preceding months The rate of collection at jewelry 
stores was accelerated during the month, amounting to I¢ 
per cent of the December 1 accounts receivable For the vear 
1949, as a whole, all three kinds of outlets have experienced 
some slackening in the r: ‘ repayment f 


counts.—Federal Resery 
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Collec tion 


CITIES 


Atlanta Ga 
Baltimore. Md 
Birmingham Ala 
Boston Mass 
Cedar Rapids. Ia 
Cincinnati, Ohio 
Cleveland Ohio 
Columbus, Ohio 
Davenport. la 
Denver. Colo 
Des Moines. la 
Detroit. Mich 


Grand Rapids, Mich 


Kansas City. Mo 
Little Rock. Ark 
Los Angeles, Caljf 
Louisville Ky 
Lynn Mase 
Milwaukee Wis 


Minneapolis Minn 


New Orleans La 
New York N.Y 
Oakland Calif 
Omaha. Neb. 
Pittsburgh. Pa 
Providence, R L 
St Louis. Mo 


January, 1950 
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INSTALMENT ACCOUNTS receivable of department 
stores were 153 per cent larger at the end of December than 
4 month earlier and continued substantially above the yea 
igo amounts outstanding Collections on instalment ac 
counts rose 8 per cent in December and, when related to 
first-of-month accounts receivable, yielded a collection ratio 
of 20 per cent, the same as for November. For the year as 
a whole, however, the rate at which outstanding indebted 
ness is being repaid has slackened from that prevailing a 
year earlier. Charge accounts outstanding expanded sharply 
as is customary in December. For the first time since exceeded the November volume by 26 per cent Trans 
February, end-of-month accounts receivable rose above the actions of this type were again substantially above those in 
level of the preceding year. Collections on accounts of this the corresponding period of 1948.—Federal Reserve Board 


type were up 6 per cent but failed to keep pace with the 
growing indebtedness; consequently the collection ratio 
dropped two points to 52 per cent in December Depart 
ment store sales showed somewhat more than the usual 
marked rise in December Cash sales were 54 per cent 
larger than in November but remained below the 1948 
volume. Chaige-account sales also expanded sharply—by 
i4 per cent—and were slightly above the year-earlier total 
A less pronounced seasonal increase normally occurs in in 
stalment sales in December which in that month of 1949 
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The Voice of the Past 


From Harold Schrupp, Standard Service Tire Com- 
pany, Seattle, Washington, comes an interesting account 
of a recent Past Presidents’ night of the Retail Credit 
Association of Seattle. At the November meeting it was 
the pleasure of the Association to have 19 Past Presidents 
and their wives present as the guests of the Association. 
Here are the names of the honored guests and the year 
of presidency: 1921-1922, Horace H. Bogue, 1924-1925, 
E. “Pete” DeWitt, 1927-1928, Jimmie S$. Craig, 1928- 
1929, John A. Reagan, 1930-1931, Herbert W. Wood- 
ford, 1932-1933, Charles L. Hathaway, 1934-1935, 
Orrin A. Shearer, 1935-1936, Howard C. Ericson, 1936- 
1937, Gordon Haggblom, 1938-1939, Bart Shepard, 
1939-1940, Wells Huntley, 1940-1941, Phil Wahlstrom, 
1941-1942, Clayton K. Watkins, 1942-1943, Len Stor- 
how, 1943-1944, Wendell Sizemore, 1944-1945, Harold 
L. Blancher, 1945-1946, Don. D. Minnock, 1946-1947, 
Richard T. Wright, and 1948-1949, Lyman A. Buzard. 

Seated in order of the year of service at three long 
tables in the center of the hall, the guests thoroughly 
enjoyed the thrill of once again being in the spotlight. 
The highlight of the evening came when “The Voice of 
the Past’? boomed out hollowly from a concealed loud 
speaker and one by one the Past Presidents were recog- 
nized. The “Voice” portrayed by Harold Schrupp, 
slowly intoned the following message, “Il am the Voice 
of the Past. I have returned from the dim pages of 
history, and have brought back to you the men who 
guided the destinies of our Association in the years gone 
by. Who are these distinguished men? Hold on to your 
seats, Ladies and Gentlemen; they are in this room at 
this very moment and soon you will meet them face to 
face. They have returned tonight to be with you once 
again on this Past Presidents’ night. Listen closely, 1921 
is calling . . . calling for Horace H. Bogue to arise and 
be recognized.” After a short pause for applause, a 
lovely young songstress serenaded him with a few bars 
of an appropriate song, perhaps to the slight embarrass- 
ment of the recipient, but to the huge delight and amuse- 
ment of the rest of the guests. 


All Past-Presidents Recognized 

The “Voice” continued until all Past Presidents had 
been recognized and serenaded and applauded, then con 
cluded with these words, “I have now reached the end 
of the line, we are now in the present, | must return to 
the pages of History 1 am the Voice of the Past.” 
The hollow, eerie sound was produced by placing the 
microphone in a large empty packing case and the result- 
ing sound over the loud speaker was a satisfactory “Voice 
of the Past.” This is a splendid idea for Program Chair- 


men to use for Past Presidents’ night; one that will 
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please the guests and provide lots of fun for the members. 
The theme can be carried further by having the members 
who joined the Association during each Past President's 
regime wear some distinguishing badge and rise at the 
applause for the particular “Prexy” in whose term of 
office they became members. With a little imagination 
Past Presidents’ night can be made one of the outstand- 
ing meetings of the entire season. 


Fort Smith, Arkansas 


At the annual meeting of the Fort Smith Retail Credit 
Association, Fort Smith, Arkansas, the following officers 
and directors were elected: President, Wendall Cham 
bers, Ross Motor Co.; Vice President, Edgar E. Sexton, 
Merchants National Bank; Treasurer, Robert Brocchus, 
First Federal Savings and Loan; and Secretary, Hugh 
Seelbinder, The Credit Bureau. James R. 
Purdom, Eads Bros.; Edna Short, King’s Clothing Co. ; 
Babe Cialone, Automobile Finance; Paul Freeman, S & 
Q Clothiers; Una Food Market; 
Frances Smith, Hunt Dry Goods Co.; Jack Haberer, 
Boston Store; and Robert Woolsey, Holt Krock Clinic. 


Directors: 


Pearson, Pearson's 


Minneapolis, Minnesota 

The 1949-1950 Officers and Directors of the Retail 
Credit Association of Minneapolis, Minneapolis, Min- 
nesota, include: President, Merton D. Olson, H. A. 
Rogers Co.; Vice President, Paul E. Johnson, Reeves 
Coal & Dock’ Corp.; Secretary, C. A. Wildes, Credit 
Bureau of Minneapolis; and Treasurer, Mabel H. Mil 
ler, Carnegie Dock & Fuel Co. Directors: Walter 
Billman, Billman, Inc.; Wm. A. Benson, L. $. Donald 
son Co.; Robert W. Ringsrud, Carr, Dolan & Hahn; 
Helge E. Blomquist, Nevens Co.; Lily F. Person, Plym 
outh Furs; John J. Tarasar, Fifth Northwestern Na- 
tional Bank; L. Allen Hales, Powers Dry Goods Co.; 
J. E. Erickson, Inter-City Fuel Co.; Leo A. Sobel 
Brown Clothing Co.; and Merth E. Mortenson, Mar 
quette National Bank. 


Oakland, California 


The Associated Retail Credit Granters of Alameda 
County, Oakland, California, elected the following of 
ficers and directors for the coming year at their annual 
meeting held January 17, 1950: President, Ray Ed- 
wards, Smith's: Vice President, M. R. Mitchell, Stone 
Pierce Co.; and Secretary, R. W 
Retail Credit Granters. E. A. Schey, Bank 
of Berkeley: W. E. Foreman, Schwartz & Grodin; M. 
K. Magruder, H. C. Capwell Co.; Harold Tulin, 
American Trust Co.; Alice Archer, Loen Wooley Togs; 
and Mrs. Thelma Moss, Mew Method 
During 1949 the average .ttendance was 102, the highest 
since 1941. 


Callaway, Associated 
Directors: 


Finance Co. 
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ways attempted to conduct their credit departments 
on a sound basis, to meet these terms from a com- 
petitive standpoint. The ease with which such credit 
may be obtained is certainly inducive to over-loading 
and, in my opinion, this is the outstanding credit 
problem for 1950.—Frederick G. Waite, The Credit 
Bureau of Rochester, Rochester, N. Y. 


~* et 


Credit granters should be vitally interested in their local 
credit bureau, whether merchant-owned or privately operated 
because it is actually a department of each credit granter’s 
business. Since the Congress has raised the minimum wage to 
5 cents per hour and the Administrator has upped other 
requirements, your bureau faces new financing problems 
Though retailers are exempt from compliance, credit bureaus 
and collection services must extend the Wage and Hour bene 
fits to all their employees raising their business costs! 
Credit executives, breakfast clubbers and top management, too, 
in each community should discuss this financing problem with 
their local credit bureau manager An under-financed credit 
bureau cannot adequately serve vou in 1950.—Harold A 
Wallace, Associated Credit Bureaus of America, St. Louis, Mo 


x* 


The proper training of credit personnel will be 
just as important in 1950 as it has been in the past 
We in the Credit Bureau feel that not enough im- 
portance or thought is given to credit training. This 
is particularly true with that part of the personnel 
having contact with the Credit Bureau in giving and 
receiving information. Proper training is not com- 
plete without some time spent in the Credit Bureau. 
~-Erwin E. Singleton, Credit Bureau of Beaunont, 
Beaumont, Texas. 

x~*t 


With the ever mounting cost of operations, it is increasingly 
ditheult, especially for a Credit Bureau, to operate profitably 
Expenses have been more than doubled since the end of the 
war and some costs have trebled while the price of reports to 
members has by far failed to keep pace. If the credit bureau 
s to continue to render good service, furnish accurate and 
prompt credit information, ways and means must be found to 
effect economies on a much greater scale than ever before 
This can be accomplished only by increased efhciency in our 
ofhees and greater cooperation from the members I speak 
only of credit bureaus because it is a business with which | 
am most tamiliar but the same problems in various 
no doubt, face other business.—W. ¢ 
of Sioux City, Sioux City, lowa 


degress, 
Slotsky, Credit Bureau 


~*~ 


Today's increased activity in credit operations is 
making more vital the proper position of the Credit 
Bureau in the community. To properly and ef- 
ficiently serve the credit granters it is necessary to 
add to the reporting and collection services the 
public relations operations of an understanding, pro- 
gressive credit counselling service and an educational 
program directed toward both sides. Our window 
displays of communities represented in the member- 
ship of NRCA and ACB of A on the theme ‘YOUR 
CREDIT TRAVELS WITH YOU’ is one of our 
attempts at reaching the public with an appeal to the 
mutual responsibilities and obligations included in 
credit operations—Donald Thomas, The Credit 
Bureau, Binghamton, N. Y. 


Se @ @ 


Rising to the occasion and being able to meet the require 
ments of the job is the problem facing all of us in credit work, 
and it behooves us to keep abreast of the changing conditions 
We must study, get out of our own sphere, meet, associate and 
exchange ideas with others in the field who have done a good 
job and proved successful We must know what is going on 
throughout the nation and the world, not just our local com 
munity \ liberal policy with a basically sound method of pro 
cedure backed by a definite and positive collection effort, will, 
I believe, get the desired results—Murrey Weldon, Merchants 
Credit Association, Savannah, Ga 


Billingsley, Secretary, Retail Merchants Association of 
Fort Worth, Vice President, Associated Credit Bureaus 
of Texas, and Director, Retail Merchants Association of 
Texas; Evelyn Cameron, Scott and White Hospital, 
Temple; Mr. and Mrs. J. R. Portele, Marlin, ‘Texas, 
Secretary, Retail Merchants Association of Marlin; Mrs. 
Singleton, Beaumont; Mrs. Ed Chilton, Jr., and Mrs. 
Howard Chilton, Dallas. 

The Credit Bureau of Greater Waco is also unique in 
its modern trend in as much as for 44! years it was 
a merchant owned association but in June, 1949, the 
merchants decided to sell the Credit Bureau to E. E. 
Singleton of Beaumont, J. E. R. Chilton, Jr. and Howard 
Chilton. Mr. Singleton has served as president of the 
Retail Merchants Association of Texas, as well as the 
Associated Credit Bureaus of ‘Texas and at present is a 
district director of the Associated Credit Bureaus of 
America and is a director of the Retail Merchants Asso 
ciation of “Texas. Mr. Singleton is the owner and 
manayver of the Credit Bureau ot Beaumont, Texas and 
in 1949 won the district award for being the outstanding 
Credit Bureau manager in Texas. Mr. J. E. R. Chilton 
Ir. has served as president of the Associated Credit 
Bureaus of America, president of the Retail Merchants 
Association of Texas, a regional director of the Asso 
ciated Credit Bureaus of America, 2 director in the Retail 
Merchants Association of Texas and for the past 25 
vears he has served as the secretary of the Retail Credit 
Executives of Texas. Howard Chilton, general manager 
of the Waco Bureau, is at present a director in the Retail 
Merchants Association of 
Associated Credit Bureaus of Texas. 

At the Boston Convention in June, 


Texas and president of the 


1949, the Chilton 
Brothers were awarded the International Credit Bureau 
Award for operating the outstanding bureau in a city of 
When Howard Chilton be 
came manager of the Retail Merchants Association, only 
31 Waco firms were members of the N. R. C. A., but 
today all members are affiliated. Mr. Chilton believes 
that the more credit executives, bankers, merchants and 
professional men who read The Creprt Wor.p, the 


over 250,000 population 


broader will be the scope of a sound credit policy in Waco. 


MORE SALES ... Through Charge Customers 
We Can Get You 


OR MORE 
Write today New Chat, Si C 
job Customers 
LviRy DAYs 


RY a.J. woop & COMPANY 
1518 Walnut Street, Philadelphia 2, Pa, 
- 
MARKET « OPINION ~ ATTITUDE /| 2S¢aC/ 
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To. Live Is to Grow 
And to Grow Is to Change 


UCCESSFUL credit management offers a constant challenge: credit edueation is 

the answer to that challengs We must continue to grow and that means constant and 
eritical review of our pertormance and conce pts At no time ean the eredit executive 
of today lean back complacently in the comfortable conviction that he has the answers 
and needs no further education. Even though we may feel that we have solved all 
the problems of handling the mechanical functions of credit management, and I am sure 
most of us have not, there is the shining and inviting goal of credit sales promotion 


beckoning us on We are still in the metamorphosis stage of development from mere 
credit granters and account collectors to the vastly more effective role of producers of 
Sales In my opinion, even the most advanced proponents and practitioners ol eredit 
sales promotion have barely seraped the surface of possibili And, of course, the 
are many credit managers who have vet to convince themsels management t 
eredit department is a sales department and that eredit wnagement is 
ve and promotional! 
\s credit continues to oeeupy an increasing!\ it i i sim 
are charged with its administration and. contro " tide in 
to be submerged in a flood of events and eonditions 
ill eq lipped The great end of credit edueation is t 1 and cdiserpline 
vreater use ot oun powers, rather than simp! hilling it with the ace 
others It continuous process, never finished until we are finishe 
edueation is the alehemy which gradually transforms us from department heads doine 
uw Satisfactory but uninspired job, into producers of new ideas, methods and procedure 
will lure more customers into our stores and indues | from those 
counts already on our ledgers 
Instead of the usual ! | Vision of wher and studs eredit edueation 
mutual experience We visual e older experienced credit people and the 1 
benefiting from Credi Schools ror ! . t ! ! eome 
counsel, explanations and elucidation 
examines and tests them. ofter bringing iv al he need ! Isto 
all are made more effective (Credit) Schools 1 common training ground 
bating arena in which we can st late our thinking and ¢larifv our reasoning 
Ihe National Retai (Credit Association has se its sights o1 } 
to assist in the establishment of a Credit Sehool in ever 
where there are sufficient credit granters to warrant suel To accomplis! 
paved the wavy Three outstanding textbooks are available. written by 
t 


horities and tested in aetual use These are hooks 


l Retail Credit Fundamentals, 
2) Retail Credit Management 
Streamlined Letters, Ww 


lo smoot} he wavy or tl 


co™M who ' x I vy I ! ri | }"' Xl I organ 
(Credit Schools are too formidable I iling y¥ ! ! t ms have been 
pared Free copies are available T i i o Teach Credit Schools, 
Hlow to Organize and Conduct Cy Nchools and ‘ What They Think of ¢ 
Schools Also. the National Offices is written six mode . assist 
who might not otherwise have resear¢h and assemb 
will gladly be sent on request arg ther leetures wi 
mand warrants 

The National Office is ready to cooperate in possible wa with loca 
bers who contemplate establishing ¢ lit Schools eredit granters and credit 
sumers benefit from Credit Sehools Credit granters de velop the art of keen anal 
of scientifically obtained information, while credit consumers aequire, through the 
licitvy which attends Credit Schools, a | er understanding of the privileges and 
sponsibility of eredit 

To well-established credit qranters, here is a challenges Ad o vour statur 
effectiveness by giving newer people the benefit of vour accumulated knowlede: 

r credit office personnel, seek every golden opportunity to learn 
fully prepared to assume the mantle of responsibility when the 
comes 
To everyone engaged aim credit work, remember that to \ s to grow lo 
chanue Methods procedures and coneepts of vesterda i beimmag rr molded 


fierce fires of changing conditions. We mus 


Leonard Berry 
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Nix New Educational Stickers 


@ MORE AND MORE cost-conscious Credit Sales and Collection Managers are 
finding these new stickers to be an effective and inexpensive collection medium. 
The emblem of the National Retail Credit Association adds an authoritative 
dignity. The wording is friendly and explanatory. Tested sentences are designed 


to present the reasons for prompt payment in a convincing manner. 


While 


particularly appropriate in the early stages of past due-ness, they can be used 


at any time. 
tomer’s statement. 


Easy to affix, they require no fill-in. 


Simply attach to the cus- 
They are just as effective for the large store as the smaller. 


It is now necessary to have a closer and consistent follow-up as collection 


problems are increasing. Here is your answer. 


Take advantage of this National 


service and order a selection today. With your order ask for an illustrated 
folder showing our complete series of stickers and inserts. 


! Maintain a Good 
Credit Record — 


For more than a quartcr-century 
retailers and professional men of 
North America have contributed 
their actual ledger experience— 
good, bad and indifferent—to 
form a tremendous catalog of 
credit information. This infor- 
mation is a basis for the credit 
record of the consumer. 


Payment of regular accounts 
on receipt of bill and installment 
accounts as agreed will build and 
maintain a good credit record. 


Printed in chestnut brown ink on 
bright yellow gummed paper. 


Keep Your Credit 
Record Good x * 


Whatever your needs may be, 
a convenient means of making 
your purchases is by using a 
charge account, 


A good credit rating, obtained 
by meeting obligations promptly, 
entitles you to this privilege. 


Pay each account in full on 
receipt of bill and contract pur- 
chases as agreed. x**r 








Printed in Morocco brown ink on 
canary gummed paper. 


| Credit Is 


Confidence 


in the integrity of an individual 
to carry through his agreements. 


Your willingness to pay 
promptly is the basis on which 
the retailer extends credit to you. 


Charge accounts are due and 
payable on receipt of statement; 
installment accounts are due on 
the dates specified. 


Pay Your Obligations Prompt 


Printed in maroon ink on green 
gummed paper. 


The majority of people use 
credit in its various forms, but 
only those who meet their con- 
tracts as agreed, continue to en- 
joy its advantages. 

The credit you command rests 
largely on one thing—not the 
position you hold, not the prop- 
erty you own; not your bank ac- 
count—but the way you pay your 
bills. 

Pay all charge accounts 
promptly each month and install- 
ment accounts when due. x* 


Printed in purple ink on cherry 
gummed paper. 


| A SHOPPING 
| CONVENIENCE 


| © Credit is extended as a shop 
ping convenience. But it is more 
than a convenience. It has a 
definite value to the user. For 
most people depend on a monthly 
salary or income. By using their 
credit, they are able to meet cur- 
rent expenditures out of current 
income. 


@ Every charge account that is 
paid in full each month, and each 
contract that is paid as agreed 
helps to build and maintain a 
‘**Prompt Pay’’ record. 


KEEP YOUR @ 
PROMISE — at 


Each month, stores review their 
accounts to ascertain which cus 
tomers keep promises and which 
do not—and the matter of keep- 
ing promises has a most impor- 
tant bearing on your future 
credit standing. 


Prompt payment of accounts 
builds a credit record of price- 
less value wherever and whenever 
credit is needed. 








Printed in green ink on orange 
gummed paper. 


ONLY $93.50 A THOUSAND 


Assorted, $3.00 a Thousand 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING 


ST. LOUIS 3, MO. 
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To assist Credit Departments in performing a more efficient credit 
control on past due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 

It is especially effective for smaller stores for use in collection 
follow-up and freezing accounts. ' 

The size is 914,” x 12” and they are padded 100 to a pad. Prices: 
100, $1.25; 500, $4.50; 1,000, $8.25. Postage extra. Special prices on 
larger quantities. Order Age Analysis Form No. 721, today, from your 
Credit Bureau or National Office. 


NaTIONAL RETAIL CrepIT ASSOCIATION 


Shell Building St. Louis 3, Mo. 





ACCOUNTS RECEIVABLE AGE ANALYSIS 


NAME OF FIRM 





MONTH OF 











Present 
Balance 
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